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COMPUTER 
DIRECTION 
SEEN 



P. 29 



The wacky world 
of Bert & Harry, 
Bob & Ray P. 34 





RADIO moves with a going America 



The play is in motion! Radio flashes it to listeners in 
motion, wherever they're going, whatever they're doing. 
Radio sports are gaining audiences in ever-increasing 
numbers, and— because of this growth— sponsorship has 
grown, too. Spot Radio lets you select the sports program 
with the greatest local interest. Sports on these great 
stations will sell your product. 



Radio /Jirmon 



Edward PetryA Co., Inc. 



The Original Station 
Representative 



KOB Albuquerque WTAR 

WSB Atlanta KFAB 

WGR Buffalo KPOJ 

WGN Chicago WRNL 

WDOK Cleveland WROC 

WFAA Dallas- Ft. Worth KCRA 

KBTR Denver KALL 

KDAL Duluth-Superior WOAI 

KPRC Houston KFMB 

WDAF Kansas City KYA 

KARK Little Rock KMA 

KLAC Los Angeles KREM 

WINZ Miami WGTO 

KSTP Minneapolis-St. Paul KVOO 



Norfolk-Newport News 
Omaha 
Portland 
Richmond 
Rochester 
Sacramento 
Salt Lake City 
San Antonio 
San Diego 
San Francisco 
Shenandoah 

Spokane 
Tampa- Lakeland-Orlando 

Tulsa 



Intermountain Network 



NEW YORK • CHICAGO • ATLANTA ■ BOSTON • DALLAS • DETROIT • LOS ANGELES ■ SAN FRANCISCO • ST LOUIS 




You'd think that a local businessman who is getting outstanding results from 
his investment in KRNT-TV advertising would keep it to himself, like a gold pros- 
pector who had hit a rich mother lode. 

But, it seems, one man can't keep from exclaiming to another "Eureka! I have 
found it." Result? Nearly 80% of the local television dollar in this major 3-station 
market is invested oil KRNT-TV, a one-rate station. Amazing? It's a true testi- 
monial by FCC figures! It's been true since KRNT-TV signed on more than 7 years 
ago. 

Des Moines' largest buyer of local television time spends more than 90% of 
his advertising budget on our station. Been doing it for years, too. 

The best salesmen we have are satisfied local sponsors, who spend "the criti- 
cal dollar" that must come back many fold the next day in profit from added sales. 

Like we've been telling you in these pages for a long time, Think — 'tis the till 
that tells the tale. 

If you're not selling like you should in Iowa's capital and biggest city, you 
ought to be selling on KRNT-TV. We sell results. People believe what we say. 

KRNT-TV 

Des Moines Television 

Represented by the Katz Agency 

An Operation of Cowles Magazines and Broadcasting, Inc. 



COVERAGE m 



It's no trick when you capture the most 
crowded television market in the country. We 
took the number 10 - programmed, merchandised, promoted and related 
it to a "must buy" test market audience- It's a solid approach. Some 
buyers call it showmanship. Others leadership. We say it sells, too ! 



ARB TV Homes 




BC • ABC - REPRESENTED BY EDWARD PETRY & CO., INC. 
OUTLET COMPANY STATIONS IN PROVIDENCE - WJAR-TV, FIRST TELE* 
ISION STATION IN RHODE ISLAND - WJAR RADIO IN ITS 40th YEAR 
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KANSAS BROADCASTING SYSTEM 

KTVH — WICHITA-HUTCHINSON KTVC — ENSIGN 

KAYS-TV— HAYS KLOE-TV*— GOODLANO 



NEW 77-COUNTY MAJOR MARKET 



> 



KLOE-TV 



KAYS-TV 



KANSAS 



KTVH 



KTVC 



new call letters for KWHT-TV effective Oct. 1 



1 ,202,200 people - four times the population of Nevada. 

368,740 households — 31/2 times the households of Wyoming. 

332,700 TV homes — three times greater than in Vermont. 

$2,225,301 ,000 consumer spendable income in this new major 
market. 

Exclusive CBS-TV Coverage ! 
One buy covers Kansas. 



BLAIR TELEVISION 

National Representatives 
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SPONSOR-WEEK / News 



P. 11 



Top of the News p. 11, 12 / Agencies p. 58 / Advertisers p. 58 / 
Associations p. 60 / Tv Stations p. 60 / Radio Stations p. 61 / Fm 
p. 63 / Networks p. 63 / Representatives p. 63 / Film p. 64 / Public 
Service p. 64 / Station Transactions p. 65 



SPONSOR-SCOPE / Behind the news 



P. 19 



SPONSOR BACKSTAGE / Chevy s talent P. 24 



KEY STORIES 

COMPUTERS: HOW MUCH OF AN OGRE? / Large-scale use of com- 
puters in media will be seen in one year. A problem exists in the type 
of data to be fed; definitive data tests requested. p m 29 

MAGNAVOX PUTS $150,000 IN FM / Campaign receipts to be 
donated by member stations to NAFMB. Funds will be used to open 
New York office. Kenyon & Eckliardt supports plan. p m 33 

THE DAFT, WACKY WORLD OF BOB & RAY / Advertisers are latching 
on to their new radio show. Comedy team says radio is better medium 
to work in. Resume Bert and Hairy commercials. P m 34 

10 HINTS ON PITCHING LOCAL RADIO / Local station salesmen say 
pitching non-radio advertisers is no cinch. Station must often think up 
campaigns and act as advertising agency. P. 36 

NEW FACTS LIFT LID ON WEEKEND RADIO / Its now documented 
that weekend listening by men is almost as good and sometimes better 
than weekday drive times. What new study means to buying. P a 38 

HOW GROVE LABS CLEARS RADIO/TV COPY / V.p. Roger Tcstement 
of Grove Labs tells Missouri Broadcasters what his firm does to check 
drug item copy before it hits the air. p m 40 

WHAT BRANDS THEY BUY IN 8 MARKETS / 1962 TvAR Brand 
Comparison Report documents regional variations in usage. For ex- 
ample, regular coffee is big in Frisco, clown in Boston. p t 42 



SPOT SCOPE / Developments in tv /radio spot P. 67 
TIMEBUYER'S CORNER / Inside the agencies P. 45 
WASHINGTON WEEK / FCC, FTC and Congress P. 55 



SPONSOR HEARS / Trade trends and talk 



P. 56 



DEPARTMENTS 555 Fifth p. 6 / 4-Week Calendar p. 6 / Radio/Tv 

Newsmakers p. 62 / Seller's Viewpoint p. 66 
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SPONSOR PUBLICATIONS INC. Combined with TV (g), V. S. Radio (g). U.S FM <g> 
Kiecutive, Editorial, Circulation, and Advertising Offices: 555 Fifth Ave.. New York 17, 212 MUrray 
*- Hill 7-8080. Midwest Office*. 612 N. Michigan Ave., Chicago 11, 312-664-1166. Southern Office: 3617 
IlLkV'Elghth Ave. So.. Birmingham 5, 205-322-6528. Western Office: 601 California Ave., San Francisco 




* ^aHALT' * 8 - 4,5 YU 1-8913. Los Angeles phone 213-464-8089. Printing Office: 3110 Elm Ave., Baltimore 
11, Md. Subscriptions: U. 9. $8 a year. Canada $9 a year. Other countries til a year. Single 
vi»* copies 40c, Printed U.S.A. Published weekly. Second class postage paid at Baltimore. Md. 



IN THE TWIN CITIES 





IS THE FIRST NAME FOR 




ROD TRONGARD GIVES YOUR 
MESSAGE HEADLINE IMPACT! 

News scoops didn't disappear along 
with the corncr-bov's once familiar 
shouts of "Wuxtrv!" Thanks to 
radio, fir si-in- pint is now speJled 
first-on-t he-air. The news "beat" 
is here to stav, and Twin Citians 
identifv it with the voice of ROD 
TRONGARD, WLOL News 
Chief. Rod's hourly newscasts (on 
the half-hour tco during morning 
driving time) sparkle with the 
insight of the born reporter. 
VVLOL's exclusive AIR WATCH 
Traffic Reports are a "must" for 
motorists. And Rod Trongard's 
twicc-a-day INSIDE LINE fea- 
tures direct (and sometimes jolt- 
ing) interviews with the people 
who make the news. Your com- 
pany's product can win headline 
prestige too — through WLOL 
news sponsorship or adjacent spots. 



Hiiimiiiimm mi luiiim • inn mil i nmniii i imntiii ■ mil niinin itiimiiiimiiiiiiint 



RADIO 



WLOL 

MINNEAPOLIS • ST. PAUL 
5,000 WATTS around the clock • 1330 kc 

Hiiiiiiitiiiitiiiiiiiiwiiimiiiiiiinwiiii nmitimm* iirtinmnHii inn rtini tin nnw itim n«i i h 



0 IM2 SPONSOR Publications Inc. 



WAYNE 'RED* 
WILLIAMS 

Viee-Pres. b Ceil. Mgr. 
Larry Bentson, Pres. 
|oe Floyd, Vice-Pres. 

Represented by 
AM RADIO SALES 




MIDCO 



Midcontinent Broadcasting Group 

WLOL am. fm Minneapolis-St. Paul; KELO LAND 
tv and radio Sioux Falls, S. D. WKOW am and tv 
Madison, Wis.; KSO radio Des Moines 
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555 /FIFTH 



Letters to 
the Editor 



to.- Thomas Alva Edison Foundation, 8 West 
40th Street, New York 18. 



FIRST CRUSAOER 

I have read with interest the item 
"WINS Breaks Precedent: Backs 
WMCA Brief" which appeared in 
Sponsor Week (1 October). 

Four months ago, WNEW, New 
York, carried a comment on the sub- 
ject of reapportionment, an excerpt 
of which follows: "Some 57% of 
the people of New York State live 
in New York City and adjacent 
counties. But the other 43% of the 
people, the rural up-staters, elect 
52% of the state's legislators, and 
thereby, they tell the majority how 
the state shall be run, how its con- 
gressional districts shall be drawn, 
how the people's tax-dollar shall be 
spent. Justice has been long in 
coming on this question, but it is 
coming." 

I believe you'll agree that our 
hand was "extended across the hot- 
ly competitive New York air waves" 
long before anyone else's. Pete 
Strauss, who has been fighting the 
reapportionment battle in the 
courts, thought so, and said as 
much in acknowledging our public 
support. — iOHN V. B. SULLIVAN, vice presi- 
dent and general mgr., WNEW, New York. 

OUTSTANDING VOICE 

On 1 August I returned to radio. 



Trade publications and personal 
contacts are my only way to learn 
of changes in radio during my 
hiatus. 

The most outstanding voice is 
that of John E. McMillin. Is there 
any way I can obtain reprints of 
his past Commercial Commentary 
columns?— HOLLIS FRANCIS, sales manager, 
WJAG, Norfolk, Neb. 



STATION AWAROS 

In sponsor of 1 October on page 
64 under the Public Service column 
of Sponsor Week there is a refer- 
ence to the Thomas Alva Edison 
Foundation national station awards. 

The information regarding the 
deadline and other details are listed 
but there is no reference as to how 
and where a station may make an 
entry. Would you be kind enough 
to forward us any information you 

might have regarding these youth 
awards.— LEN MENARD, manager, KDB, Santa 

Barbara, Calif. 

• Nominations are made by the 76 national 
civic organizations cooperating with the Edi- 
son Foundation. Local groups of these organ- 
izations submit a 1,000 word statement de- 
scribing achievements of the radio station 
and tv station best serving youth in their 
community. For additional information write 
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I "4-WEEK CALENDAR I 



OCTOBER 

Broadcasters' Promotion Assn. annual 

convention: Holiday Inn Central, 
Dallas; 28-30. 

International Radio and Television So- 
ciety timebuying and selling semi- 
nar: CBS Radio, New York; begins 30. 

ABC International Television breakfast 
meeting featuring visualscope report 
on tv development: Americana Ho- 
tel, New York; 31. 

NOVEMBER 

American Assn. of Advertising. Agencies 

annual east central regional meeting 
featuring panel sessions for college- 
level educators interested in adver- 
tising, members, and guests from all 
media: Statler Hilton, Detroit, 1; 



eastern annual conference: Ameri- 
cana Hotel, New York; 13-14. 

National Assn. of Broadcasters fall con- 
ferences: Sheraton-Dallas Hotel, Dal- 
las, 8-9; Muehlebach Hotel, Kansas 
City, Mo., 12-13; Brown Palace Ho- 
tel, Denver, 15-16; Sheraton-Portland 
Hotel, Portland, Ore., 19-20. 

Assn. of National Advertisers annual 
meeting: Homestead, Hot Springs, 
Va.; 8-10. 

Television Bureau of Advertising annual 
meeting: Waldorf Astoria Hotel, 
New York; 14-16. 

Advertising Federation of America board 

meeting: Poor Richard Club, Phila- 
delphia, 30; eighth district meeting: 
Red Carpet Inn, Milwaukee; 30-2 
December. 



40-YEAR ALBUM 

I have been so impressed reading 
the letters to the editor compli- 
menting you on your 40-year al- 
bum OF PIONEER RADIO STATIONS that 

I am curious as to how I might 
obtain one* Although I am a spon- 
sor subscriber now, I wasn't at the 
time the book was issued. — Wallace 
Ounlap, assistant sales manager, K0KA-TV, 
Pittsburgh. 

Thank you for sending me a copy 

Of the 40-YEAR ALBUM OF PIONEER 

radio stations. I assure you that 
this material is most welcome, and 

gives promise of being very useful. 
— John A. Notte, Jr., Governor of Rhode Island. 



NEW DIRECTORY 

I have just received copies of your 
new 5-citv tv/radio directory, and 
it is grand. 

Herewith, a request for 30 more 
copies, as soon as possible. — Leonard 
Biegel, CBS TV Network, New York. 



BEST PER UNIT RATE 

Several months ago an article in 
sponsor argued that the "best per- 
unit" rate on a rate structure 
should be the easiest to find instead 
of pouring down through a maze of 
figures and eventually coming up 
with that lower rate. 

That article struck home and 
when we had our most recent rate 
card printed that's exactly how we 
arranged our rates. — RUSSELL E. OFF- 
HAUS, vice president and general manager, 
WBAC, Cleveland, Tenn. 



lllllllllllilU^ 



VIEWPOINT AN0 DIRECTION 

I want to commend you on your 
new zippy, modern format. I am 
particularly impressed with your 
"beneath the surface" articles. 

• 

For instance, the article "What Is 
a Radio Salesman?" (15 October) 
combines enjoyable reading with 
impact filled facts. 

Thank you for providing a maga- 
zine with a viewpoint and a sense 
of direction.-OAVIO R. KLEMM, dir. of 
promotion, The Balaban Stations, St. Louis. 
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DON'T BOTHER 
TO KNOCK 
Marilyn Monroe, 
Richard Widmark, 
Anne Bancroft 



THE MAN 
WHO NEVER WAS 
Clifton Webb, 
Gloria Grahame, 
Stephen Boyd 



THE BAD SEED 
Patty McCormack, 
Nancy Kelly, 
Eileen Heckart 



WIND ACROSS 
THE EVERGLADES 
Burl Ives, Emmett Kelly, 
Christopher Plummer, 
Gypsy Rose Lee 



What's in volumes 4 and 5 

of "Seven Arts' Films of the 50V? 




Suspense from 20th-century Fox in: 

FIVE GATES TO HELL-starring 

Neville Brand, Dolores Michaels and Patricia Owens 

GORILLA AT LARGE-starring 

Cameron Mitchell, Anne Bancroft and Lee J. Cobb 

A LIFE IN THE BALANCE-starring 

Ricardo Montalban, Anne Bancroft and Lee Marvin- 

and many more suspense films all contained in 

Volume 4's 40 great "Films of the 50's." 

Suspense from Warner Bros, in: 

HOME BEFORE DARK-starring Jean Simmons, 

Rhonda Fleming, and Efrem Zimbalist, Jr. 

TOWARD THE UNKNOWN-starring 

William Holden, Lloyd Nolan and James Garner 

7 MEN FROM NOW-starring 

Randolph Scott, Lee Marvin, and Gail Russell- 

and many more suspense films all contained in 

Volume 5*s 53 great "Films of the 50's." 

AND . . . BROADWAY . . . ACTION . . . DRAMA . . . 
SCIENCE FICTION . . .COMEDY . . . MYSTERY... 

Seven Arts Volumes 4 & 5 have everything— 
everything to please your audiences-top stars- 
top stories-top directors-they're all in Seven Arts' 
"Films of the 50's" "Money Makers of the 60's" 
Volumes 4 & 5 now available from Seven Arts. 





SEVEN ARTS 




ASSOCIATED 


CORP. 



A SU8SI01ARY OF SEVEN ARTS PRODUCTIONS. LTD. 
NEW YORK; 270 Park Avenue YUkon 6-1717 

CHICAGO: 8922-0 N. La Crosse (P.O. 8ox 613), Skofcie, III. 

ORchard 4-5105 

DALLAS: 5641 Charleston Drive ADams 9-2855 

L.A.:3562 Royal Woods Or, Sherman Oaks. Cal. ST ate 8-8276 
TORONTO. ONTARIO: 11 Adelaide St. West EMpire 4-7193 

For list of TV stations programming Seven Arts' "Films of 
the 5D"s" see Third Cover SRDS (Spot TV Rates and Data) 

Individual feature prices upon request. 
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He's the star, making the morn- 
ings bright, light and lively. With 
today regulars Jack Lescoulie, 
Frank Blair and Pat Fontaine, 
he's delivering news and infor- 
mation... Yes. Weather... Yes. En- 
tertainment-Sure! And advertis- 
ing messages. ..in the style that 
has earned him the reputation 
as one of the most appealing 
personalities in broadcasting. 
The new today is a first class 
showcase for advertising. It at- 
tracts an adult audience . . . 
6,200,000 men and women every 
morning, Monday-Friday. 
It attracts a high income audi- 
ence... 52% of its viewing families 
earn more than $7,000 a year. 
It attracts a hard to reach au- 
dience... today is seen by a high 
percentage of working house- 
wives, who are not home for 
the average daytime program. 
So wake up to the new today, 
the golden 
opportunity 
for the 
early-bird 
advertiser. 





outstanding 






THERE IS ALWAYS A LEADER, and WGAL-TV in its coverage area is pre-eminent. 
This Channel 8 station reaches not one community, but hundreds— including four important 
metropolitan markets. Channel 8 delivers the greatest share of audience throughout its wide 
coverage area. For effective sales results, buy WGAL-TV— the one station that is outstanding. 



WGAL-TV 

Ckatuwl <f 




Lancaster, Pa. 




NBC and CBS 

STEINMAN STATION 
Clair Mc Co I lough, Pres. 




Representative: The MEEKER Company, Inc. * New York • Chicago • Los Angeles • San Francisco 



0 



SPONSOR/29 October 1962 



SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

29 October 1962 



STORY OF THE WEEK: RADIO/TV CUBAN NEWS 

Radio and tv networks jumped into the Cuban crisis with a flurry of special 
programs, reports, and bulletins, especially in the most acute hours of the 
situation early last week. Audiences were alerted via radio and tv that Presi- 
dent Kennedy would address the nation on both media at 7 p.m. Monday. 
Military, political, UN, OAS, and world opinion angles were brought in and, 
thanks to efforts of news media, the nation's attention was focused on the 
Cuban crisis as on no other subject in recent years. NBC cancelled documen- 
tary films of East Berlin tunnel refugees set for 31 October- — but whether to 
show the films was already a controversial matter before the Presidential 
quarantine. 

RADIO AND TV STATIONS RESPOND TO CRISIS 

Local radio and tv stations sprang into action quickly in reaction to the Cuban 
crisis last week. Some examples: WTAR-AM-TV, Norfolk collected clothes 
for Guantanamo evacuees. WFBR, Baltimore invited telephone queries to a 
discussion panel. KOGO-AM-TV, San Diego, obtained a naval expert and 
WERE, Cleveland, assigned a political specialist for added dimensions in local 
news coverage. WBC lost no time in providing special coverage from Washing- 
ton for local stations. 

WJR TO RETURN TO CBS RADIO FOLD 

Probably the top radio industry item of the week was the return of WJR. 
Detroit, to the CBS affiliate fold. WJR drifted away in May 1959 and the 
rcassociation takes effect 30 December. WJR's defection was accompanied by 
that of WHAS, Louisville, and KWKH, Shreveport, also 50-kilowattcrs. They 
have yet to return. In the meantime Detroit automakers can look forward to 
hearing their own sponsored news personalities on CBS within their own 
bailiwick, like Lowell Thomas for Oldsmobile and Bob Trout-Allen Jackson 
for Chevrolet. Since the WJR divorcement CBS Radio has remolded its pro- 
graming, putting' the emphasis on news and public affairs, and restored station 
compensation, 

SALINGER BRIEFS BROADCASTERS ON SECURITY 

The Cuban crisis also dominated the regional NAB meeting' in Washington 
this past week. Presidential press secretary Pierre Salinger briefed newsmen 
on the importance of exercising judgment and restraint whenever national 
security might come into question. 

WORLD TV MOVES INTO LIMELIGHT 

Several far-reaching' suggestions were made last week in connection with the 
EBU meetings in New York. NBC's Sarnoff proposed a WBU, growing out 
of the EBU. CBS's Stanton proposed world "town meetings" via Tclstar. 
And TvIVs Cash ptit forth the idea of international exchanges of tv commer- 
cials. 
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Top of the news 

in tv/radio advertising 

(continued) 



FCC PROMISES QUICKER ACTION ON COMPLAINTS 

Broadcasters assembled at the NAIVs Washington district meeting learned 
that the FCC will let them know immediately how it feels about any com- 
plaint filed against them instead of letting them wait until their renewal 
comes up. This will apply particularly in the area of political time and edi- 
torializing. The policy removes the sworcl before it hangs there too long. 

NAB KEEPS DOOR OPEN FOR OUTSIDE RESEARCH 

The effect of broadcasting and politics on women were but two long-range 
research interests discussed by NAB v. p. and director of research Mel Gold- 
berg at the Chicago regional meetings last week. However, it is understood 
the NAB is more interested in bringing in such studies from the outside than 
doing them itself. And high on the list of priorities is the possibility of ac- 
crediting new sources of research, such as universities, for such studies, rather 
than obtaining them from commercial companies in the research business. 

BROADCAST LEADERS MULL EDITORIAL SEMINARS 

Editorial seminars conducted annually by a university school of journalism or 
a similar institution were being talked about in private conversations at the 
NAB meetings in Chicago last week. Such seminars, it is hoped, could take 
up the philosophy of station editorializing and could also discuss the "how 
to do it" problems. 



COLLINS ATTACKS FCC "CIRCUSES" AND ABA'S 35 

NAB president LeRoy Collins, speaking at the Chicago regional meeting, 
said it was indefensible for the FCC to make a local side-show out of license 
renewals. He promised NAB support to any station whose rights were being 
invaded by the FCC in this manner. Chicago was the site of recent FCC 
hearings on station renewal. Collins also called the American Bar Associa- 
tion's canon 35, which prevents microphones and cameras from being used 
in the courtroom, an artificial handicap to broadcasters. 

MPO FILM CENTER UNDER WAY IN N. Y. 

MPO Videotronics' new film center, costing $2.5 million, is now under con- 
struction in New York at 222 East 44th Street. The studio, to open early in 
1963, will be the largest of its type in the world, say MPO officials, MPO's 
annual volume in tv commercials and sponsored films is reportedly over $8 
million. The new studio will house a unique complete plant for film produc- 
tion, reports MPO v. p. Marvin Rothenberg. 



NAFMB, MAGNA VOX, STATIONS IN FM PROMOTION 

Magnavox (K&E) has contributed 3150,000 and 150 stations are being sought 
to contribute air time in a multi-cornered deal to set up NAFMB promotion 
oflice in New York. (For details, see story, p. 33.) 
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Where Cleveland learned its Manners 





From WHK RADIO, the area's 
most popular meeting place 
for over two years! Milliners 
Restaurant, a chain of twentv- 
nme dining places, reports 
through its General Manager 
JohiiMino: ff We have used 

WHK RADIO consistently the 
past few years. We are most 

gratified. .'.'That's whv we have 



this satisfying story to tell: In 
a tough 8-station market, 
Cleveland businessmen invest 
SOfc of their radio budgets in 
WHK. Make your reservations 
for a full-course campaign. 
Contact maitred : Jack Thayer 
(V. P. and General Manager) 
or Metro Broadcast Sales. 
WHK RADIO, CLEVELAND 



METROPOLITAN BROADCASTING RADIO, REPRESENTED BY METRO BROADCAST SALES 



•HOOFER, J*M.. M * R 1960-JULY.$EPT. 1 96 2 
PULSE, MAR. 1960-MAY.JUNE 19b2 
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Top of the news 

in tv/radio advertising 

(continued) 



WHAT FUTURE FOR COMPUTERS? 

Large -scale agency use of computers is foreseen by the end of this broadcast 
season. The problem is more how they'll be used than how much. It's ex- 
pected that few agencies will be able to afford to buy their own machines, but 
that many will rent machine time as needed. The question of what kind of 
data to feed and which queries to insert is still partly unsettled. But appar- 
ently a new 7 specialist will appear on the agency scene: the man who pro- 
grams the computer — not a media man himself and with no stake in the 
answers, (For details, see SPONSOR-SCOPE, p. 20 and also story, p. 29.) 

TFE APPOINTS COMMITTEES FOR 1963 

Television Film Exhibit, set again for the Pick-Congress Hotel in 1963 in 
Chicago, has named four working committees: business, publicity, entertain- 
ment, and rules. TFE broke off from the NAB this year on behalf of the 
syndicators and the 1963 exhibit, timed again with the NAB, makes the 
splintering appear permanent. 

HEMORRHOID ADS GO—STATIONS STAY 

Three radio stations recommended for expulsion by the NAB for carrying 
prohibitive hemorrhoid remedy advertising have agreed to drop such advertis- 
ing. But a fourth station is resigning its code membership to prevent conflict. 
So far, of 34 stations involved in the NAB anti-hemorrhoid remedy case, 21 
have dropped the ads, nine have dropped the NAB code, and the four just 
mentioned were recommended for expulsion. 

LEWIS TO URGE STRICTER CONTROL OF COMMERCIALS 

K&E board chairman William B. Lewis was to speak before the BPA today in 
Dallas on the subject of commercial content and scheduling. He will urge 
stations to take stricter control of commercials in the same way they control 
programs. 

COLLEGE ADVERTISING TRAINING BOARD SEEN 

A permanent four-state organization of college professors devoted to profes- 
sional education for advertising is expected to be a result of the East Central 
Regional conference set for Detroit on 1 November, the 4A's announced last 
week. Some 25 educators are expected to attend the sessions. 

A VER Y-KNODEL REVAMPING CONTINUES 

William D. Mc Kins try is leaving Gardner Advertising, where he has been a 
media buyer, to join Avery- Knodel as head of the new St. Louis office. The 
move takes place Thursday. 

CORINTHIAN AD DIRECTORS MEET 

Advertising and promotion directors of the Corinthian stations will meet for 
a fall promotion seminar in Dallas. Meetings, set to start over this past week- 
end, terminate today. 



SPONSOR/29 October 1 




"Steve Allen Show 
hit 8.8 Nielsen within 
13-weeks in 7-station 
LA market!" 
Stretch Adler, VP & 
Gen. Mgr., KTLA 



"Steve Allen Show 

80% sold out after 

only 10 days in 

Syracuse!" 

Bill Grumbles, Pres. 

&Gen.Mgr.,WNYS-TV 



"Steve Allen Show 
47% ahead of nearest 
competition in 
Des Moines!" 
Bob Dillon, VP & 
Gen. Mgr., KRNT-TV 



"Steve Allen Show 
completely sold out 
Monday through 
Friday in Phoenix!" 
Les Lindvig, VP, 
KOOL-TV 



"Steve Allen Show 
building a tremendous 
following in Portland, 
Oregon!" Al Sturges, 
Pgm. Mgr., KATU-TV 



WBC Program Sales 
has an audition tape 
for you. Call or wire 
collect for THE 
STEVE ALLEN SHOW 



WBC PROGRAM SALES 

A SUBSIDIARY OF 

WESTINGHOUSE BROADCASTING CO., INC. 

122 East 42nd Street, New York 17, N Y • Contact M.Ve Robert* MUrray Hill 7 0808 




Stations now carrying The Steve Allen Show : Baltimore.WJZ-TV; Boston, WBZ-TV; Cleveland. KYW-TV; Columbus, WTVN-TV; Des Moines, KRNT-TV; Grand Rapids, WZZM-TV; Indianapolis, 
WLW-I; Kansas City. KMBCJV; Los Angeles, KTLA; Minneapolis, WCCO-TV; New Haven, WNHCJV; New York.WPIX; Phoenix, K00L-TV; Pittsburgh, KOKAJV; Portland (Me.), WGAN-TV; 
Portland (0reJ,KATU ; Reno, K0L0-TV; St. Louis, KTVI; San Francisco, KPIX; Seattle. KIRO-TV; Springfield (Mass l.WHYN; Syracuse, WNYS; Tucson, KOLD-TV; Washington, D. C,WT0P-TV. 
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share of audience 



SOURCES: 



Nielsen Station Index/Station Totat/6:00 AM-Midnight, 7-day week/8 months ending June 1962 ♦ Nielsen Coverage Service 196* 
Sales Management Survey of Buying Power, June 1962 



TWICE 




NORTH 
DAKOTA 



UINMESOTA 



SOUTH 
DAKOTA 





IOWA 



Tiro Markets in One: 
■:vt 1 v 4 ( no tfj ( J override 

TOP ACCEPTANCE! That's what 
you want for your sales story. That's 
what you get on WCCO RADIO, whose 
67% share of audience is twice as large 
as all other Minneapolis-St. Paul stations 
combined! What's more, WCCO RADIO'S 
quarter-hour audience is greater than 
that of any other station of the CBS 
Radio Network. Powerful WCCO RADIO 
delivers two markets in one: the five- 
county Twin Cities metro area plus 119 
non-metro counties. Adds up to 124 
counties with nearly4 million population, 
more than $6.9 billion buying income 
and $4.8 billion retail sales. The only 
way to cover it all— at the lowest cost 
with the highest acceptance — is with 
WCCO RADIO, one of the great 
stations of the nation. 



as many listeners 



as all other Minneapolis - St. Paul stations combined. 



Minneapolis* St. Paul 

Northwest's Only 50.000-Watt 1-A Clear Channel Station 



Represented by 1 SALES 



Eighteen reasons why the KAY-TALL News Department is UNMATCHED in 

the Ark-La-Tex . . . for COVERAGE of the news . . . MANPOWER to reach it . . . 
EQUIPMENT to handle it . . . and EXPERIENCE with it! 

KTAL-TV News now presents the area's ONLY FULL-HOUR TV Newscast . . . 
. . . NEWSCOPE, 5:30-6:30 P. M., Monday through Friday, with Huntley-Brinkley, 
Local News, Regional News, Opinion, plus 




.>.:X M H m w 

CHANNEL 6 NBC FOR 
SHREVEPORT 
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Interpretation and commentary 
on most significant tv/ radio 
and marketing news of the week 



Reps and station groups are rather puzzled by the difficulty they're experien- 
cing in finding buyers for local election returns packages, or even minute partici- 
pations. 

What they're referring to in many instances are the five and 10-minute election 
reports that are inserted into the network schedule. 

The frustrated selling gentry are of two minds as to the cause: (1) there aren't enough 
advertisers who have funds set aside for such contingencies; (2) sellers are making 
the mistake of approaching timebuyers instead of approaching account and ad man- 
agers directly, since an event of this sort entails more than a routine decision and alloca- 
tion of funds. 

In some agencies, BBDO making a good case in point, there's a specific person 
who has the task of scouting around for prospects on the list when special air 
media opportunities bob up, A most recent example: the Giants-Dodgers playoffs on 
NBC TV, as related in the 8 October SPONSOR. 



Don't be surprised if Colgate during 1963 revamps ratio of tv spending and 
makes it an approximate even split between network and spot. 
It's been running around two-thirds network and a third spot. 

Another kingpin tv customer whose budget divvy may push in a similar direction is 
Bristol-Myers. 

Much will depend in either case on those nighttime tv network readings in Decem- 
ber, 

Wednesday has replaced Sunday as the night on which the most money is being 
spent on regular network tv programing. 

Thursday now ranks third in that precinct, whereas last fall it was sixth. 

Here's a comparison of nightly program expenditures for the two falls, based on 
SPONSOR-SCOPE estimates: 



NIGHT 


1962 


1961 


Sunday 


$1,310,000 


$1,220,000 


Monday- 


870,000 


850,000 


Tuesday 


940,000 


970,000 


Wednesday 


1,580,000 


960,000 


Thursday 


990,000 


880,000 


Friday 


960,000 


1,160,000 


Saturday 


880,000 


890,000 


TOTAL 


$7,530,000 


$6,930,000 



Tv stations needn't take it as a cause for concern but November national spot 
bookings are acting up a little peculiarly, according to what SPONSOR-SCOPE 
gleaned from some key reps last week. 

The norm is for November to run ahead of October. It appears that it will be jnst 
the reverse this time. 

October billings have been away over 1961's, particularly in the top markets, and it 
could be that advertisers went all out with their October flights, figuring they 
would slacken up somewhat the next month or take a breather for the next flight. 

The situation has its bright side. It opens up opportunities for those with Christmas 
promotions to fatten up their budgets and pick up a lot of choice spots. 
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In the area of ad agency management 1963 will probably go down as the year 
when the era of the computer was met by staffing up with people who had this 
sole function: knowing how to program the machines. 

The consensus of the business is the cost of the required computers ($5-7 million) 
is much too prohibitive for purchase by the general run of upper bracket agencies 
and that the practice will be to go out and rent machine time as needed. 

The dawn of the computer era in advertising will do more than presage a new rela- 
tionship between the agency and the client, such as making available by the client 
sales, product usage and other data as basic contributions to the decision-making process. 

It will underscore and magnify the role of the media specialist. 

The theory that presupposes this is that the function of the researcher will not be 
one of command. He, broadly speaking, has no knowledge of media; hence he'll have 
no pragmatic interest in the answer. 

On the other hand, the experienced media man know r s first of all what is being 
used and why; hence he does care about the answer and is in a position to match 
his knowledge of media realities to what the machine tells him. 

Another thing to look for is the refusal of the agency's tv program department to 
be shunted aside in the media selection procedure. It deems show-picking its vested 
interest and it must see that this power is not usurped, or risk possible liquidation. 

Colgate's drug division is backing up the return of its sustained action cold 
remedy, Congestaid, with an 11-week spot tv campaign. 

Schedules take effect 25 November, with a week's layoff Christmas week. 

Congestaid, a competitor to Contac, was returned to the laboratory last season after 
some market testing. Lennen & Newell is the agency. 

It may behoove tv to take a bow because of what Rexall plans to do about its 
l£ sales come 1963. 

These sales have been traditionally held in November and April, but the way things 
have worked out for the promotions in tv there'll also be 10 Rexall sales in January 
and March, 

For these events Rexall has gone in for a full week daytime blitz on two or three 
networks. It's obviously paid off big. 

Are you looking for extra intelligence on the viewing habits of the working 
woman (she who spends at least 20 hours a week at non-household jobs) ? 

NBC TV's circulating some Nielsen findings on the subject, which by segments of the 
day resolves itself as follows: 

Daytime: She spends 70% as much time viewing as other women. 

Early evening: She doesn't spend as much time at the set as her non-working 
sisterhood. (Obviously, she's got a lot of household chores to make up for.) 

Prime evening: She views only 5% less than the non-working woman. 

Late evening: She puts in 8% more viewing than the gals who have no outside 
jobs. (Apparently she is inclined to make up for that lost quota of daytime viewing.) 

The guess around the trade is that CBS TV will spot Danny Kaye and his 
entourage, due for next season, in the Sunday 9 to 10 span, the McCoys moved to 
8 Monday. 

If Sunday becomes Kaye's night the move will have this provocative effect: depriving 
General Electric of a franchise it has commanded for at least seven seasons. 

Kaye has been offered to the networks on a basis of 40 originals at $150,000 each 
and 12 repeats at §50,000 per show. 
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Is NBC TV finding a rough market this season for its hefty load of actuality 
specials (it's got 55 of them listed) ? 

The impression in the trade is that the answer leans to the affirmative, but those at 
NBC TV freighted with the job of selling these specials say that the record so far 
belies this impression. 

In other words, it's no pushover, but the trend of interest is going their way. 

The sector in which, they admit, there's trouble is the Communist profile 
series. Strange as it may seem, some of the advertisers approached deem the sub- 
ject a little too controversial for their commercial inclinations. 

Selling actuality specials, it was pointed out, imposes a hard economic fact. The 
typical cost of an hour's actuality today is $175,000, with $30,000 net going for the 
program and the balance for time and networking ($1,700). 

To document the fact that actuality sales aren't going so badly that sector of NBC TV 
sales provided SPONSOR-SCOPE with the roster: 



PROGRAM 
Polaris 

Projection '63 
The Tunnel 
California 

World of Jacqueline Kennedy 
World of Benny Goodman 
World of Maurice Chevalier 



DATE 

19 December 
6 January 
(postponed) 
late February 
30 November 
24 January 
22 February 



ADVERTISERS 

Liggett & Myers (half) 

Gulf Oil 

Gulf Oil 

Lincoln-Mercury 

Purex 

Purex 

Purex 



Bates is gratified with the showing made to date by The Jetsous but the agency's 
still interested in how the cartoon series' audience composition shapes up. 

The deal with ABC TV which Bates made in behalf of Whitehall and Colgate guaran- 
tees a rating but at the level of adults. It's the first guarantee of the kind. 

Tied in with the guarantee is a deficit makeup in terms of minutes. 

Credit General Foods with this unprecedented status: having all its season's 
network tv shows (six this time) among Nielsen's top 15. 
Three of the six ranked first, second and third. 

Noted GF's Ed Ebel: with that sort of grand slam to go by it might behoove those 
talking about my imminent retirement to take second thought. 



Colgate has been able so far to realize about $500,000 from the sell off of its 
nighttime network tv program and time obligation for the last 1962 quarter. 

The takers naturally picked the toprated items among the rummage, like, for instance, 
Dr. Kildare and Perry Mason. 

Where all this hurts as far as the networks are concerned: the picker-uppers may 
have spent that money directly with the networks, hence it racks up as a net los3 and 
not a gain. 

Motive for Colgate's cutback: domestic sales haven't come up to estimates. 

Something about the network tv ratings so far this season that's caught the 
special attention of agency tv people: the unusual fluctuation that Iia3 marked the 
various reports. 

The assumption is that audiences have been doing a lot more sampling from week 
to week than has prevailed in previous seasons. 

Hence there's a sort of reluctance to form definite judgments on how the new- 
comers as well as the holdovers will shape up in the rating sweepstakes, say, come 
the late November reports. 
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Radio reps believe they figured materially in BBDO's decision to switch the 
agency's radio rating alliance to Pulse. 

The influence, as they put it, stems from meetings that they had attended at BBDO 
on the matter of providing socio-economic data on their stations or their markets. 

BBDO's media analysis contended that it was the function of the stations to collate 
this data, but the reps retorted that the information was already being syndicated 
and it was up to the agency to subscribe to it. 



If you figure March as an index, daytime tv set usage in 1962 has taken an 
appreciable hop over 1961 both as a whole and for each householder-head age 
group. 

The source of this comparison is Nielsen and here's how the average weekly usage by 
hours (Monday through Friday 10 a.m. to 5 p.m.) measures up: 

YEAR U. S. COMPOSITE UNDER 40 40-54 YEARS 55 AND OVER 

1962 8 hrs.; 24 min. 10 hrs.; 12 min. 8 hrs.; 12 min. 7 hrs.; 12 min. 
1961 7 hrs.; 36 min. 9 hrs.; 18 min. 7 hrs.; 12 min. 6 hrs.; 36 min. 



The Triangle stations have recruited the participation of ad agencies in the 
group's drive to get Standard Rate and Data to put out a separate book for fm. 

The approach: a questionnaire seeking agency reaction to the proposal. 
A similar questionnaire, the agencies were informed, has been addressed to f m 
broadcasters. 

If the replies back up Triangle, the group intends to suggest the formation of an 
ad hoc committee to meet with SRDS personnel to discuss the "mechanics in- 
volved." 



Philco's Miss America Pageant failed this September to hit the 20-million 
home mark: it fell short by about a million. 

However, the other few entertainment specials aired on tv in September all told 
didn't have much more than Miss America's audience. 

Here's the data on the September entertainment specials as reported by Nielsen: 

PROGRAM DATE % HOMES 

Miss America 9/8 38.3 19,073,000 

Variety Garden 9/18 16.5 8,217,000 

Judy Garland (rerun) 9/19 13.7 6,823,000 

Lincoln Center Opening 9/23 * 9.2 4,582,000 
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You may be witnessing in the tv program fare this season the beginning of a 
casting revolution for the medium which per se flouts one of the old myths of 
show business. 

And that myth is this: an all-male piece of entertainment can't click, where there 
are men there must be women ; a vaudeville bill must be properly balanced between men and 
women. 

Strange as it may seem, the myth refused to down despite such memorable suc- 
cesses in show business as A Walk in the Sun, Journey's End, Stalag 17, the Long, 
the Short and the Tall. 

Three of this season's series getting a lot of talk on Madison Avenue are Gallant Men, 
Combat and McHale's Navy. In each of these the character dominance is strictly male and 
the inclusion of the female a fairly minor fixture to the script. 
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TOM.* 



First in 
Hoosier 
Hearts 



James Whitcomb Riley, beloved 
Hoosier Poet, whose nostalgic 
verses about childhood and farm 
life are still treasured by 
Americans everywhere. 




First in Hoosier Homes 



"When the frost is on the punkin/' more than at any other time of 
year, Americans remember our Hoosier Poet, James Whitcomb 
Riley, as they enjoy anew his beloved Halloween Poem, "Little 
Orphant Annie." 

Here in Indiana, he will be remembered in a special way this 
year, in a half-hour television broadcast presented as part of 
our new documentary series, "Our Hoosier Heritage." 

Developing this series took two years of hard work . . . but 
it was a labor of love, for we are Hoosiers to the core. And 
programs like this — as well as outside activities, such as our 
annual Antique Auto Tour and our annual train pilgrimage to 
the "Circus City Festival" at Peru, Indiana — keep us in touch, 
close touch, with our audience. 

We like that. Our audience likes it. And, as you well know if 
you are among them, our advertisers like it. 

You're not ? Then find out now about the special place we 
have in Indianapolis and the rich satellite markets surrounding 
the metro area. Just ask your KATZ man. 



w 



CHANNEL 




DIANAPOLIS 



F 




TIME LIFE 

BROADCAST 

INC. 



America's 13th TV Market 

with the only basic NBC coverage of 760,000 TV set 
owning families. ARB Nov., 1961. Nationwide Sweep. 
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MEDIA DIRECTOR 
CHEERED! 




SHOWS 



WHLI 



sland 



-4TH LARGEST MARKET 
U.S.-A SEPARATE, INDEPEND- 
ENT AND DISTINCT MARKET 




^Nassau-Suffolk (Long Island) 
accounts for more Gas Sta- 
tion Sales than 25 states and 
its $3 1 / 4 Billion Retail Sales 
out-ranks the following major 
metro markets: 



Philadelphia 
Detroit 
Cleveland 
Washington, D.C. 
Boston 
Houston 
San Francisco 
Baltimore 



Dallas 
St. Louis 
Milwaukee 
Seattle 
Minneapolis 
Pittsburgh 
Kansas City 
Atlanta 



Long Islanders listen, and are 
loyal to WHLI because WHLI pro- 
vides exclusive programs and 
services that are vital lo resi- 
dents of Long Island. 




> 10,000 WATTS 



WHLI 


AM 1100 

FM 98 3 


NIMMtf AD 
LONG ISLfiNO.N T 


\k voice off 



PAUL CODOFSKY, Pres. Gen, Mgr. 
JOSEPH A. LEN N, Exec . Vice-Pres. Sales 

REPRESENTED by Cill-Perna 



^SPONSOR 
BACKSTAGE 



by Joe Csida 




Chevrolet's way with talent 

In Detroit last week, I got a good close look at 
the way sponsors, agencies, television and radio 
stations and talent work in the vital area of pub- 
lic service. I also got a first-hand idea of how 
one of the nation's smartest sponsors indoctrinates 
talent to do a job with maximum enthusiasm. 

Since I am back in my own talent management, 
music publishing and record producing business, 
it once again becomes my pleasure to work with 
Eddy Arnold, whom we have managed since I organized the com- 
panies in 1954. Eddy Arnold has been doing some commercials for 
Chevrolet, so when Garth Hintz of Campbell-Ewald called upon him 
to sing on a television show for charity, Eddy was glad to accept. 
The charity was Detroit's United Foundation, which of course is the 
motor city's one-for-all charity drive. The 1962 goal is $19,800,000,. 
which will be split up among 195 health community services in 
Wayne, Oakland and Macomb counties. 

Cooperation from all 

Chevrolet prevailed on Eddy to come out. Ford "delivered" Vic 
Damone, who did a tv show, The Lively Ones, for them all summer. 
Maurice Evans, who was in Detroit playing the beautiful Fisher 
Theatre with Helen Hayes, and Meg Myles, who was working the 
auto show at Cobo Hall, rounded out the performing talent on the 
bill. Ben Alexander, who worked on close to 300 episodes of Dragnet 
as Jack Webb's partner, emceed. He and Eddy were particularly apt 
choices, because in addition to being excellent entertainers, they are 
sound businessmen. Ben is one of California's more successful Ford 
dealers. He w T as, as a matter of fact, a Ford dealer long before he 
began to ask Sergeant Friday "What do you think, Joe?" He also 
owns, among a number of other businesses, a Union oil station in 
Los Angeles and a mortuary in San Francisco. 

Eddy owns substantial real estate in and around his Nashville, 
Tennessee, home base, including a plot and building he leases to a 
local Buick dealer. Among many other activities he is also on the 
Board of Directors of a thriving insurance company. 

This able cast was jelled into a solid half-hour of well-paced tele- 
vision entertainment through the efforts of Pete Strand, program 
manager of WXYZ-TV. Even though there was very short rehearsal 
time available, Pete did a terrific job in directing the show. 
He worked with a script by a writer from another local station's 
staff, Seymour Kapetansky of WWJ-TV. WJBK-TV also supplied 
personnel. The latter, of course, is the local CBS outlet. WWJ-TV, 
owned by the Detroit News, is the NBC station, and WXYZ-TV is 
affiliated with ABC. All three of these key network outlets gave up 
7:00-7:30 Tuesday night to carry the United Foundation show. 

Chevrolet, of course, is one of the five automobile divisions of 
General Motors, the biggest by far of the five. Chevrolet is one of 
the very few advertisers who still sponsors complete major shows in 
prime network time. The only other example which comes readily 

(Please turn to page 44) 
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WANTED TO PURCHASE 

Aluminum arm chairs, chaise lounges, fold- 
ing tables and redwood furniture by large 
wholesale distributor. London, England 



(One of thousands of typical export opportunities for American businessmen) 

The world is your morket ploce. From South Americo to South 
Asia there's on immediate need for furniture, canstructian 
equipment, opplionces, plostics. 

The list is endless. And sa are the business opportunities. 

To help Americon businessmen toke odvantage of these op- 
portunities, the U.S. Deportment of Commerce hos estoblished 
permanent Trade Centers, which serve as showrooms for smaller 
American manufacturers. 

Here businessmen can find agents, buyers ar distributors to 
represent them abroad. 

One such center hos olready been established In Landan. 

BUILD YOUR BUSINESS BY BUILDING AMERICA'S EXPORTS 

Published as o public service in cooperation with The Advertising Council ond Ihe United Stotes Deportment of Commerce. 



Another just opened in Bongkok, Thoilond, Others will be 
launched in Takya and Frankfurt. Exomple: The biggest sole 
ever made in Englond by ony single men's weor monufocturer, 
$400,000, was consummated at the United States Trade Center. 
Another monufocturer sold $250,000 worth af aluminum furniture. 
To find out how you can exhibit at United States Trade Cen- 
ters obraad ta get yaur share af profits in growing world mor* 
kets, contact The United States Department af Commerce— field 
offices in 35 major cities. Or write: Secretory Luther ^vjj^^ 
H, Hadges, United States Deportment of Commerce, ^^^^^ 
Woshington 25, D. C. You'll get o prompt reply. 
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The Story of The PGW Colonel . . .1 Best Seller For More Than W Years 




ON THE GO! 



uJk 




HE KNOWS THE OTHER SIDE 

OF THE STREET 



PGW Rndio Colonels devoted 48 year lo soiling print medic? In i-ort • in 
our company The Television Colom-h //ere -vith * h ^ network* lor fcg y«'Atr> 
Altogether, we've had 132 years on the other side of the media street 

They were instructive years — and because of them all PGW Colonels have a jlUci 
Oroader understanding of media values- ind (low to evalualc" them 

Hint's ichjj thr Cotnnri is al tea j/s mi tin rjo! 




\ZT\ZWH, G Rl VFl'S 

*Jotteet Sfj/i 



PJottcet station R c p re s e/i f.i a * e i Since 1932 




)OI)WARU 



niw v o n k 
CHICAGO 



ATLANTA DfcTROIT 
nOSTON 3T. LOUIS 



PT. WOMTH MINNEAPOLIS LOS ANCu kS 

DALLAS PHILADELPHIA MAN fRANClS^O 
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People who know the Pittsburgh market best TAKE TAE 



"Our sponsorship on WTAE has 
been our first plunge into TV, We're 
surprised and delighted at the in- 
creased recognition this exposure 
has brought us. 



Why have so many Western Penn- 
sylvania advertisers, who are interes- 
ted in the growth of the Pittsburgh 
market, put their money on TAE-time? 
Take TAE and see. 



WESTern 
PENNsyl«nia 



J, V, Soisson, 

Vice President— Marketing 

West Penn Power Company, 

Greensburg 




Basic ABC in Pittsburgh I 
V I 

THE KATZ AGENCY, live. 
National Repres*ntattves 




one mm sb 



CHANNEL 4 
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From two agencymen came words of wisdom about computers 

Computer conversation dominated the last Advertising Research Foundation convention. Two of mam calking about 
computers were William T. Moran (1), Y&R v. p. and research mgr., and Ruhard F. Casey, B&B. senior v.p. and research dir. 



Computers: how much of an ogre? 



Large-scale use in media seen in one year 
Problem exists in type of data to be fed 
Rep researchers ask for definitive data tests 
Agencies may assume more of research costs 



Not since the lanolin pitchmen 
did half-hour commercials on 
late night television, back in the 
50's, has anything captivated the 
conversation of agency, advertiser 
and media men as has the emer- 
gence of the computer as an integ- 
ral implement in advertising. 

Even though only two shops, 
BBDO and Y&R, have installed 
computers and even though only 
one other agency has purchased a 



computer — which will not be in- 
stalled for another 12 months — the 
potential impact ol the computer 
was so pregnant it literally domi- 
nated the recent convention ol the 
Advertising Research Foundation. 
Ten of the 15 speakers at that con- 
clave talked about the computer in 
research, marketing and media 
planning. 

Among the words of wisdom de- 
livered at that conference were two 



talks that touched tender areas. 
Said Richard F. Casey, senior \ice 
president and research director for 
Benton & Bowles: "Too much of 
the current attention to computers 
in advertising is directed toward 
the machines themselves, not what 
is going into them." 

And William T. Moran, \ ice 
president and research manager of 
Y&R said, "Advertising has broken 
out of its fact finding prison. It's 
on the loose and looking down the 
throat of the business process." 

The computer jitters. To many 

an individual at the station, rep 
and marketing lex el, these words 
magnified the potential problems 
they envisioned with the arrival of 
computers. As one such person put 
it, "I'm suffering from the DDI's, 
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the dramatic, drastic transition 
computers will mean. The trouble 
is I don't know just what it will 
mean." 

To answer just s uch u n a s ke d 
questions the Association of Na- 
tional Advertisers issued a "Report 
on Computers" designed to explain 
the role of that electronic device in 
advertising. 

Meantime, in the bars and bi- 
stros of Advertising Alley, these 
were some of the comments about 
computers to be overheard any 
afternoon: 

"Computers, " said one broadcast 
supervisor, "are the greatest bit of 
razzle-dazzle since the T formation 
hit football. With a computer and 
tomorrow 7 to talk about, everyone 
inevitably forgets how r weak a me- 



dia buying operation they have." 

"Computers/' said one marketing 
managei, "have a great potential 
but they're two years away from 
maximum effectiveness. And even 
then I'm not certain they'll ever be 
better than the media operation 
our agencies give us now. It's my 
hunch that any tw T o of our non- 
computer agencies will out-perform 
any two of the computer shops even 
when they are fully geared." 

"Computers," said one agency- 
man, "are glorified accounting 
tools. Great for saving money and 
time but they'll never teach them 
to make subjective decisions." 

Cream in our coffee. "Comput- 
ers," said one researchman, "wall 
mean more cream in our coffee and 
less aggravation of our ideers. 



They'll consume data the way kids 
lick lollipops and shops like ours 
will provide the data." 

"Computers," said a mediaman, 

"are the sex appeal symbol of mod- 
ern Madison Avenue. Everybody 
wants one, everybody talks about 
it, but few of us have ever had it." 

"Computers," said one station 
rep, "can be the greatest thing for 
spot since Carbona. Given the re- 
quired information it will pinpoint 
differences and spotlight where 
those differences can be utilized to 
sell more goods; and that's some- 
thing networks can't do." 

"Computers," said one ad man- 
ager, "are like cannon without 
shells or like a dictionary with 
blank pages. Until the cannon is 
loaded it can't be fired and until 



Agency computers require maximum load of media audience 
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MANY AGENCIES jioto have and use computers 
as electronic estimators, calculators, and writers 
of orders, bills and checks. By prefixing a unit 
that stores, assays and analyzes media and mar- 
ket information, as in this chart of such a unit 



of BBDO's Honeywell 400 computer, the en- 
tire process is automated. But without a maxi- 
mum load of media audience information the 
computer cannot function at maximum effec- 
tiveness and efficiency. 



SPONSOR/29 October 19G2 



the data is put on those pages that 
book can't give any definitions." 

Not from the computer. "Com- 
puters," said one statioinnan, "pfuil 
I went out and got the information 
that computer agency wanted — yon 
know that form they sent out — and 
brought it in thinking I'd get some 
business. I got the business, but 
not from the computer. That, t lie)' 
told me, won't work until they get 
enough information from enough 
stations in enough markets/* 

"Computers," said one agency 
administrator, "can save money but 
a lull scale computer installation 
can cost more than our shop can 
use. The baby computers we now 
have do our paperwork and can 
handle some of the information 
processing our media people need. 



But a million dollar lot a nionstei 
electronic data processor! It's cheap- 
er lor us to buy SI00 a week time- 
buyers and rent MOO an hour time 
on an outside EDP when we need 
it." 

That same emphasis on the eco- 
nomics of computerized agencies is 
the common factor that links agen- 
cies, advertisers and stations. Every- 
one accepts the need for stulling the 
computer with data before it can 
properly function, hut everyone 
wonders who will be paying for 
procuring that data. 

Tv stations that now spend an 
average of §10,000 a year on re- 
search sen ices, ARIi, Nielsen, etc., 
and radio stations that spend an 
average of $3,000 for similar serv- 
ices from Pulse, Nielsen know what 



that expeiidituie means to tlieiu in 
billing. The) also know that ARP> 
lias tipped the cost of their new re- 
poi t, with demographic data, by 
some 1 5-20% and h;n c no idea 
what that additional tariff will re- 
turn in revenue. 

What do they want? Nor, ac- 
( ording to members of the TvB 
Committee studying the need for 
additional qualitative data, does 
anyone know what the computer 
agencies will actually want. Sup- 
pose ARB's demographic is not 
deep enough for Agency X or 
Agency Y comes up with another 
concept? 

The committee does know that 
each of the agencies now in, or on 
the verge of getting into, computer 
operation is looking for data that is 



info for optimum output, but who pays for how many loads? 
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ANA publishes papers on computers 
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ASSOCIATION OF NATIONAL ADVERTISERS, JNC,. 165 East 44th St. Now York 17. N Y 

To keep its members informed of the problems and potential of the 
computer in advertising, the Assn. of National Advertisers compiled 
and published papers of numerous social scientists and marketing men 



different to just enough a degree to 
require three different studies. 
Thus at J. Walter Thompson the 
emphasis is on data in terms of 
family size, age and income; at 
BHDO it's on the male head of the 
family; and at Y&R it's on the wo- 
man of the house. 

The committee also knows that 
stations have been informed that 
those providing data will receive 
preferential treatment whereas 
those without specific data will be 
evaluated in another manner. 

The committee also knows that 
one tv research service, planning 
on providing demographic data, 
will get a jaundiced reception by 
computer agencies who claim the 
sample size is inadequate. 

What they don't want What 

some committee men do not want 
is to be approached by Research 



Firm A and solicited to participate 
in a study that, 'off-the-record' 
Agency X wants. For invariably this 
is followed by a similar approach 
from Researcher B for Agency Y 
and another from Researcher C for 
Agency Z. 

Stations know that the computers 
will have to be provided with data 
but they'd prefer knowing what 
providing this data will cost, how 
long it will take to compile and 
when it will translate out in sales. 
What stations would prefer having 
is some common denominator for 
data requirements and that is what 
they still do not have. 

Media research men, on the other 
hand, would prefer having the 
agencies do some definitive testing 
of different types of data before 
asking media for specifics. "What's 
the use of providing information," 



said one station rep researcher, "un- 
til the agencies know it's what 
they'll use. We can't afford to ask 
our stations to be EDP guinea pigs. 
Any time a station manager ante's 
up $500 for research he wants to 
know there's a chance of getting 
some revenue out of it." 

One possible answer. One an- 
swer has already developed, in ra- 
dio rather than video. Jn this sit- 
uation The Pulse has been asked by 
BHDO to do a special syndicated 
report in the top hundred markets 
and, with agency approval, to offer 
participation to the stations. Thus 
the agency will share a substantial 
part of the cost. 

With every subscriber station 
getting the same information and 
only the agency getting the infor- 
mation for each station studied in 
each market, the overall cost can 
be split, in syndicate fashion, and 
although considerable in total still 
be within the reach of everyone's 
purse. 

The station reaction to queries 
anent participating in this special 
radio demographic study for use in 
BBDO's computer operation may 
establish a pattern that could apply 
to video and to print. With the 
agency picking up part of the tab, 
with the study designed to give the 
agency the demographic data it 
wants, and with every station get- 
ting the same survey treatment, and 
the study being done in the first 
100 markets, the answers to many 
questions may result. 

One of these questions has been 
the craving of advertiser and agen- 
cy for more detailed information 
•about the audience of the media 
they used, i.e. qualitative and dem- 
ographic data. At BBDO this data 
is for use by timebuyers after the 
computer has indicated what mar- 
kets and audiences the campaign 
wants to reach. 

As explained by BBDO media 
executives Mike Donovan and Ed 
Papazian, "The need for this type 
of information existed for some 
time. We tried to get it some years 
ago when we first started thinking 
about computers. Actually we are 
not and will not use this for com- 
puters. 
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'Ml 'si to help the timebu\ers buy 
the stations with the specific audi- 
ences the client wants to reach. You 
don't need a computer to use this 
kind of detailed information. 

"Marketing and advertising have 
become more specific and media, as 
part of advertising, has also become 
more specific in planning and in 
buying. This data can help tis be 
more specific in buying and it could 
also help media be more specific in 
selling." 

Two reasons for computers. 

Aside from the fundamental possi- 
ble economies in agency operation 
the computer can be useful for two 
reasons. In radio the ups and 
downs of audience size have tap- 
ered off so that each station in 
each market has a certain amount 
of stability in share of audience. In 
video the growth of stations and 
markets, the equalizing of program- 
ing appeal and type has also re- 
sulted in a degree of stability. 

1 n the words of a researcher, 
"T here is more middle-range audi- 
ence appeal today and less of the 
upper and lower than there was ten 
years ago in television. Then if 
your show had a 30 rating you had 
a winner. If it had a 10 rating you 
had a flop and got out of it. Today 
t h ere a re m ore progra ms in the 
middle or 20 range. With fewer 
sharp ups and downs we have a 
stability of data that computers 
can handle." 

With this type of research data 
the computer can assist in lessening 
the chances of failure where a ma- 
jor advertising campaign is con- 
cerned. For what is at stake is not 
just the cost of the advertising cam- 
paign. What is up for grabs is the 
possible washout of a new market, 
a new product, the loss of custo- 
mers for something that has been 
years in the lab and more years in 
test markets. 

These are the factors behind the 
inevitable use of the computer as 
an aid to selecting markets and 
media. These, according to many 
marketing and advertising execu- 
tives are the reasons why admen 
and niediamen will inevitably learn 
to live and work with each other in 
the world of the computer. ^ 



Magnavox puts $150,000 in fm 



Cooperating stations to donate money to NAFMB 
Funds will be used to open New York bureau 



Fm broadcasting's long battle to 
get more national ad dollars 
took an important step forward last 
week when it was announced that 
Ken yon & Eckhardt and the Na- 
tional Assn. of Fm Broadcasters 
had reached an agreement lor pur- 
chase of $150,000 worth of fm lime 
in behalf of Magnavox Corp. 

The buy has more than average 
significance for fm because a 
unique provision of the contract 
funnels payment for the time to 
NAFMIi as a contribution from the 
stations on the schedule. The or- 
ganization says it will use the 
money to establish a New York 
office as a lull-time promotional 
center headed by an executive di- 
rector. 

Need 150 stations. The terms 

of the contract guarantee the adver- 
tiser clearance on 150 stations. 
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Hastings 



IM 



About 6*5 stations have already con- 
sented, and a spokesman is con- 
fident that the quota will be met, 
''perhaps in 15 days." The cam- 
paign will begin at that time. 

The NAFMB plan works like 
this: certain member stations, 
under arrangements worked out 
some time ago, have agreed to 
reserve certain time periods which 
the association may sell to a nation- 
al advertiser. The payment for the 
time would be donated to NAFMIi 
by the station for the purpose of 
financing an fm bureau similar to 
RAI5 and TvB. The agreement 
carries two stipulations. 1) Such a 
sale would not divert funds from 
an existing fm campaign. 2) The 
NAFMB could not use the plan to 
compete with the stations. 

Some NAFMB members oppose 

(Please turn to page 57) 



i" ' C\ Ji ' I'll i 1 , i Jl ,.'11 i 



pi- 




Brosious 



T. Mitchell Hastings (1) is pres., NAFMB, and head of Com en Net- 
work. Negotiator H. Brosious is pres., Hamilton Audio Klearonus 
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The daft, wacky world of Bob & Ray 



1 



isers flock to their new radio show 
Radio better medium to work in, boys insist 
Will resume tv voicings of Bert and Harry 



Profoundly devoted to radio are 
those two deftly comical lads, 
Bob and Ray, more formally identi- 
fied as Bob Elliott and Ray Gould- 
ing. Nothing short of a twister, it 
appears, would transport them 
from radio— a most persuasive 
means of communication which 
has heaped on them fame and a 
dazzling income. 

True, they also have grazed in 
the verdant pastures of videoland 
and their voicings of Bert and 
Harry in the Piel's Beer tv com- 
mercials, for one, have brought 
them spectacular success, but it is 
plain to see that their collective 
heart belongs to daddy— and their 
daddy is dear old radio. 

After a two-year hiatus, Bob and 
Ray and their variegated roster of 



characters are giddily ensconced in 
a Monday through Saturday (4 to 
8 p.m.) soiree on WHN, New 
York. And, as anticipated by sta- 
tion sales executives, the Bob and 
Ray comedy ad-libbings have 
brought forth a bumper crop of 
advertisers. 

"Acceptances have been phe- 
nomenal," Herb Weber, general 
sales manager of WHN, told spon- 
sor last week. "Availabilities on 
their program are now difficult to 
clear." Sponsors latching on to 
this skillful pair of performers are 
local, regional and national. They 
include Alemite, Blumenthal Bros. 
Chocolates, Firestone Tire and 
Rubber Co., Chock Full 'O Nuts, 
Fisher Body, Yonkers Raceway, 
Barricini candies, Beneficial Fi- 



nance, Eastern Airlines, Equitable 
Life Assurance, Ford, Guardian 
Maintenance, Plaid Stamps, S&H 
Stamps, La Rosa macaroni, R. H. 
Macy's, Piel's beer, Savarin coffee, 
Tareyton cigarettes, Prince maca- 
ron i, Golden Press Encyclopedia, 
Investors Planning, Schrafft's res- 
taurants, Camel cigarettes and 
Birds Eye frozen foods. 

Ad virtuosos. What Bob and 
Ray do with the bulk of these 
commercials is evidently rousing to 
the increasing number of listeners 
to the program. In many in- 
stances, they are working from fact 
sheets, ideal vehicles for Bob and 
Ray to display their virtuosity at 
gay and saucy ad-libbing. 

Moreover, the majority of cli- 
ents today are not averse to hav- 
ing their products "humorized." 
They have discovered that the Bob 
and Ray approach is a fine sales 
weapon, be it on a local, regional, 
or national level. Exulted Weber: 
"The Bob and Ray brand of hu- 
mor is spontaneous. It is true, 
pure entertainment and their ap- 
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peal is most effective when aimed 
at the young adult/' 

"With the sort of material we 
do, based on the imagination, ra- 
dio is the only desirable spot," 
Bob remarked. "This is the niche 
we're most comfortable in. Maybe 
you ought to put us down as pretty 
lazy fellows." 

Said Ray: "It is a splendid me- 
dium to work in. Why? Simply 



because we don't get cluttered up 
with props. On the radio all you 
have to do is say you are in Madi- 
son Square Garden or Yankee Sta- 
dium; on television, you have to 
have it painted on the wall. I 
think radio is going through a re- 
birth." 

More talks. They said music was 
becoming somewhat of a bore be- 
cause nearly every radio station 



sou in led alike. "People want toheai 
talking again," they insisted. They 
thought television had lost its 
'liven ess" except for news. Fur- 
thermore, they criticized some ra- 
dio and telex ision stations for in- 
dulging in too much "copycatism." 
The) also were of the opinion that 
radio should bring back soap op- 
eras and mysteries. "Bring back 
programs!" they repeated. 

I Iappily, Bob and Ray were 
ushered into WIIN amid promo- 
tional fanfare the likes of which 
has rarely been seen in urban 
broadcast circles. Under the aegis 
of John P. Newman, promotion 
and merchandising manager, the 
Bob and Ray welcoming campaign, 
involving an expenditure of near- 
ly $250,000, called for multi- 
pronged assaults in various media. 
For three months, ending this week, 
the station virtually saturated New 
York and New Jersey with news of 
the arrival of Bob and Raw 

In keeping with some of the /any 
goings-on on the Bob and Ray pro- 
grams, Newman evolved a "Help 
Bob and Ray to Fame and Fortune 
and a Worry-Free Old Age Kit" 
consisting of a da-glo bumper strip 
for the front of one's car ("I'm on 
un way to listen to Bob and Ray 
. . .") ; a second bumper strip for 
rear bumper ("I've just been lis- 

(Pleasc turn to page 50) 




Comedy team in promotion campaign 

Bob and Ray's return to radio on regular basis was her- 
alded with big $235,000 WHN, New York, promo, campaign 
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Backing up Bert & Harry 

Cartoon characters of Bert & Harry, salesmen for Piel's 
beer, are returning to tv with Bob and Ray as voices 
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10 hints on pitching local radio 



Selling non-radio advertisers, no cinch 
Station must often act as ad agency 
Should know customer and have ideas 



Selling local radio to local re- 
tailers involves a great deal 
more than making routine visits. 
Station managers say the first com- 
mandment in pitching non-radio is 
"know thy customer's business" 
and then go out and sell him with 
ideas for improving his business. 
And it is not incidental that these 
ideas include the use of radio. 

The newspaper's firm establish- 
ment in local areas since pony- 
express times has proven a prob- 
lem to some radio station men. 
From the very beginning, local 
merchants have looked upon print 



as the basic medium. They have 
had experience with it, their fa- 
thers used it, they trust it, and even 
know a little bit about it. To se- 
cure a new radio advertiser who 
has been using print for years, ra- 
dio people have to have original- 
ity, enthusiasm, tenacity, and a 
willingness to do the work an ad- 
vertising agency would do for a 
larger client. 

If the radio pitch is successful 
and a sale is made, radio men 
agree, advertisers are more-often- 
than-not satisfied and increase their 
radio budgets. 



Ten recommendations, sponsor 

talked with local station managers 
and gathered 10 recommendations 
and pitches that have brought sales 
results from previous non-radio ad- 
vertisers, and in some cases non- 
advertisers (see chart) . Every sta- 
tion comes up with different ways 
of employing these techniques; 
some of them are noteworthy. 

"The single important basis for 
our pitches," says WO HI, East Liv- 
erpool, O., sales manager, Charles 
Stuart, "is a study of the custom- 
er's complete business, based on in* 
terviews with management, person- 
nel, and clients. With the results 
we make suggestions for improving 
his business which involve the use 
of radio. 

More than radio. "Our most suc- 
cessful pitches have been to busi- 
nesses which lacked a uniform 
advertising or merchandising ap- 
proach. We sell them much more 
than radio advertising — we sell 
them ideas for the store." 

Stuart recently signed a major 
women's department store which 
radio salesmen had been badger- 
ing for years. In 1959 the company 
tried radio for one month but was 
dissatisfied. With a plan in mind 
Stuart decided to show the com- 
pany "what should be done" and 
what "radio would do." He learned 
that the store's owners were con- 
cerned about a lack of public ac- 
ceptance of their quality lines. The 
buyers for these lines just weren't 
coming in. The store had always 
had a low-cost identification and 
newspaper advertising seemed to 
be unable to pull the new cus- 
tomers. 

WOHI started by thoroughly ex- 
ploring the store and talking to all 
the sales girls, more than 50. Sta- 
tion personnel interviewed an 
equal number of customers, and 
solicited opinions from office girls, 
their friends, and even people on 
the street. 

Creating a campaign. From all 
the information gathered, an en- 
tire image-building campaign was 
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I 10 recommendations on how to sell | 
1 local radio to non-radio advertisers 1 



1. Establish a strong reputation for your station 



2. 


Study customer's business and make suggestions for m 




improving it which include radio 1 


3. 


Walk into customer's office with campaign ideas to fit 1 




his needs 1 


4. 


Convince customer radio gives the lowest cost-per- 1,000 | 


5. 


Document radio's large out-of-home audience 1 


6. 


Explain how radio separates competitive advertisers and J 




dominates the attention of the listener during a chosen 1 




time period ■ 


7. 


Be willing to handle ad agency functions 1 


8. 


Don't sell against other media, sell for radio 1 


9. 


Point out air personalities' rapport with audience | 



10. Use case histories to show what radio has accomplished 

= ^ 
■iiiiiiiiiiiiiiiiiiiiniiiiii mini nil iiiiniiiiiiiiiiiiiiiiiiiiiiraiiiiiiiiiiiiiiiiiiiiiffl 

36 




Non-radio advertisers require thorough study 

Charles Stuart (far 1) and William Ko/el, WOHI, East Liverpool, Ohio, explain 
radio copy to assistant manager and salesgirls of A. J, Olsen Co. Station studies 
client's business, prepares campaign ideas to pitch major non-radio advertisers 



organized, involving the use of a 
female fashion expert. Stuart ob- 
tained the services of a nationally- 
recognized beauty expert who was 
willing to lend her efTorts for the 
publicity gained for a new school 
she was opening. She would kick 
off the campaign with a fashion 
show, the store's first. Pepsi-Cola, 
agreed to supply free drinks after 
the show. All of this was done 
without consulting the store's top 
management. "We wanted to im- 
pose a fait accompli," Stuart says, 
"and we did." 

When station executives met 
with management they presented a 
written proposal which outlined 
an entire advertising campaign, 
methods, cost, scheduling, and even 
sample newspaper advertisements 
and a number of store merchandis- 
ing tie-ins. This was accomplished 
[with a half-hour tape-recorded 
presentation which included a dis- 
cussion of the principles of radio 
advertising, the station's coverage 
and ability, and how the station 
would handle the proposed cam- 
paign, finishing with sample com- 
mercials. 

"The management was snowed. 
Never before had they been pre- 
sented with such a well -prepared, 
thoughtful, written proposal. They 
bought the whole package," Stuart 
said. 

Selling ideas. In the Hartford, 
Conn., area WPOP executives also 
admit that in order to sell non- 
radio advertisers it is often neces- 
sary to create entire promotions or 
campa igns with merchandising 
methods. 

The station sold Clavton Motors 
on the idea of a "million dollar 
arrival" to stimulate traffic of cus- 
tomers and increase the exposure 
of cars to the public. The amount 
of $1 million (in old Brazilian 
money) would be delivered in 
armored cars on a given day. In 
response to the idea of seeing $1 
million, 3,500 people showed up. 
Results: in two weeks the dealer 
sold 72 cars, when his average had 
previously been 15 cars monthly. 

To a mattress dealer in Hart- 
ford, who never advertised on ra- 
dio, the station sold the idea of a 
leaping d.j. A station d.j. climbed 



into the display window and lept 
all day long to prove the durabil- 
ity of the mattress. Radio was used 
to draw crowds and many buyers. 
Results: the store now advertises 
on radio regularly. 

Many stations use the one-shot 



promotion to draw a single adver- 
tiser, but more often than not the 
station has a reservoir of other ap- 
proaches that appeal to new adver- 
tisers. KMOX, Si. Louis, reports 
it has had a number of new busi- 
(P I case I urn to page 50) 




Station offers to install public address system 

Alex McQueen, WSJS, Winston-Salem, X. C. (1), oilers to have public address sys- 
tem installed during radio-advertised promotion at shopping center. Julia Caudle, 
promo, mgr. for shopping center and Pick Hawkins, Armstrong, discuss plans 
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New facts lift lid on weekend radio 



High male listening on weekends documented 
Nears peak weekday drive times in some periods 
Weekend spots less crowded, less costly 



Radio sellers who consistently 
run up against walls of stub- 
born resistance while touting the 
sales potential of weekend radio 
can treat themselves to a compla- 
cent sigh of relief. The reason: 
a recent CBS Radio Spot Sales sur- 
vey not only debunks the battle- 
scarred theory that weekend radio 
is "dead" but offers substantial 
proof that these time segments 
dish up male audiences which ri- 
val in size the Monday through 
Friday drive times. 

Nine-market study. The study is 
based on Nielsen in-home male 
1 i st ener and n a t ion a 1 car rad io 
data. It was conducted in nine 
markets: Boston, New York, Phila- 
delphia, Chicago, St. Louis, Min- 
neapolis-St. Paul, Portland (Ore.) , 
Los Angeles, and San Francisco. 
CBS Radio Spot Sales feels strong- 
ly that the uncovered data is in- 
dicative of markets across the coun- 
try. And while nothing quite 
matches the "reach" of the early 
morning drive time period — the 
7:30 to 8 a.m. period, Monday 
through Friday — the study offers 
proof positive to the fact that ad- 
vertisers who clamor only for the 
already heavily crowded weekday 
drive-time segments are not getting 
the most mileage out of their ad- 
vertising dollars. 

80% as high. Percentage-wise, 
the study provides these eye-open- 
ing figures: during the weekend the 
male listening rate is 75 to 80% as 
high as the top morning drive-time 
half-hour and often higher than 
afternoon drive times. The study 
further documents that the male 
audience shows high tune-in stead- 
ily through the day. The highest 
peak is reached between 9 a.m. and 
noon in some cities, while in oth- 



ers the afternoon period registers 
as high. 

CBS Radio Spot Sales invited 
other station reps to a special meet- 
ing to make the findings known and 
discuss ways to implement them 
for radio. It was a considerably 
heartened group of 35 radio sales- 
men from 29 firms who heard CBS 
Radio Spot Sales' v. p. and general 
sales manager, Mamie Webster, 
during the explanatory session 
held in the CBS building last 
week. And all left the meeting 
with copies of the survey and sets 
of charts. Earlier, charts were dis- 
patched to ad agencies and key 
clients. 

Here is the firm's step-by-step 



explanation of how the survey was 
conducted: 

1) "Starting point was the metro 
area, in-home, radio audience on- 
the-hour and half-hour throughout 
the day. For example, 1 million 
homes. 

2) "To (1) , we applied listen- 
ers per home. For example: 1 A 
000,000 X 1.5 equals 1,500,000 lis- 
teners. 

3) "Then, we applied the per 
cent of male listeners audience 
composition for the time period. 
For example: 1,500,000 X 30% 
equals 450,000 in-home male lis- 
teners. 

4) "To the in-home metro area 
audience we applied the auto-plus 
from the NSI report for each time 
period. Remember, Nielsen auto- 
plus is a national average applied 
according to regional areas and 
does reflect regional variations. 
However, individual markets could 
have higher or lower auto-plus fig- 
ures because of purely localized 
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variables. The Figure used (the 
appropriate regional auto-plus as 
given in NS1 Reports for each 
market) is the closest evaluation 
available. 

"Continuing the example: I 
000,000 X ^0% equals 200,000 
metro area car radios being used. 

5) "Then, to (1) we applied 
the number of listeners per car 
from Nielsen's Car Radio Study). 
For example: 200,000 X 1-7 equals 
136,000 men listeners. 

6) "To this, we applied the Na- 
tional Car Radio Audience Com- 
position percentage of male listen- 
ing. For example: 340,000 X K>% 
equals 136,000 men listeners. 

7) "Finally, the in-home male 
audience and the car listening male 
audience were added together. For 
example: in-home male listeners, 
450,000; car audience male listen- 
ers, 136,000; total male listeners, 
586,000." 

All figures in the explanation 
are examples only and used for 
ease in interpretation. 

Charts for each market were 
plotted with the 7 a.m. male audi- 
ence (Monday-Friday) as being 
equal to 100% (except New York 
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Steady weekend audience peaks at noon on Sunday 

Saturday male listeners are 70% as high as weekday, fioni 9-10 a.m. and 1-1:30 
p.m., dropping off 20% in between. Xoon-1 p.m. Sunday is 90% of weekday high 



In the cities other than those 
whose charts appear on this page, 
the evidence for weekend radio is 
equally impressive. In both St. 
Louis and Minneapolis-St. Paul, 
Saturday listening from 9-9:30 a.m. 
equals the best weekday time, 7- 
7:30 p.m. In St. Louis, Sunday lis- 
tening from 10-1 0:30 is also as 
high. Both the Saturday and Sun- 
day peak male radio audiences in 
that city are higher than the sec- 
ond-best weekday spot. Interest- 
ingly, the No. 2 weekday period in 
both St. Louis and Minneapolis-St. 
Paul is not 5-6 p.m. drive time, hut 
noon-12:30 p.m., according to the 
studv. 

Charts for Boston, Philadelphia, 
Los Angeles, and Portland, Ore., 
further support the strength of 
weekend male audiences. 

7 a.m. listeners. Numerical 
male audience as of 7 a.m. in each 
metro area market was as follows: 
Boston. 123,520; New York Cit), 
(181,(330 (7:30 a.m.) ; Philadelphia, 
182,770; Chicago, 425, HO; St. 
Louis, 100.200. 

Minneapolis-St. Paul, 85.980; 
Portland, 50.960; Los Angeles, 
359.030; San Francisco, 165,98o! ^ 
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How Grove Labs clear tv/radio copy 



Grove v.p. tells hurdles drug copy must pass 
Shows Missouri Broadcasters importance of spot 
Suggests pitches for small-market outlets 



BY REGINALD TESTEMENT 

v.p., Grove Laboratories 

I have no intention of trying to 
tell you how to run your busi- 
ness successfully and profitably. 
However, I do intend to supply 
you with information about our 
business which should have a di- 
rect influence on the selling meth- 
ods you use with national accounts. 
And this, I am certain is of impor- 
tance to you. 

I represent a proprietary drug 
manufacturer. As you well know, 
this industry invests a tremendous 
amount of money each year in ad- 
vertising. All national media are 
given serious consideration in plan- 
ning our campaigns. In my posi- 
tion it is imperative that I be as 
objective as possible. Media must 
be evaluated with consideration to 
their various abilities to do specific 
jobs. Currently our faith in broad- 
cast is evident by the amount we 
invest in this medium. And I say 
invest because it must provide a 
return. Perhaps if you know more 
about how we approach our ad- 
vertising problems and how we al- 
locate advertising funds, you will 
be a few steps closer to getting your 
share of this highly desirable and 
lucrative national advertising spot 
business. 

Press relations. Even the men- 
tion of proprietary drug advertis- 
ing sometimes puts broadcast man- 
agement on the defensive. The in- 
dustry has had a bad press the last 
few years . . . actually worse than 
it deserved. It has been a target 
for sweeping criticism and condem- 
nation from many sides. Admitted- 
ly some of this was indicated. But 
it only takes a few bad actors to 
create a negative image. The great 



majority of proprietary drug manu- 
facturers make every effort to be 
truthful in their claims and to use 
good taste in the way the material 
is presented. 

We are seeking out those people 
in your audience who have the 
symptoms our medications are de- 
signed to relieve. They will find 
it possible to have empathy for the 
person in a commercial evidencing 
the symptoms they are experienc- 
ing. Commercials can be struc- 
tured to do just this and do it in 
good taste. For some time there 
has been a trend to the more so- 
phisticated, soft sell in drug com- 
mercials. I'm sure you are aware 
of this. Manufacturers have learned 
this approach, used properly, can 
be more efficient than the knock- 
down, drag-out, hard-sell method. 

Planning commercials. Let me 

cover some of the steps in the de- 
velopment and clearances of com- 
mercials in our company-agency 
relationship. Our product planning 
and quality control operations are 
headed by a doctor of medicine, 
an accredited member of the Amer- 
ican Medical Association. This di- 
vision provides our advertising 
agencies and our internal divisions 
with comprehensive product man- 
uals. These manuals cover techni- 
cal literature references relating to 
each ingredient in the formulation. 
Dosage, effectiveness, safety and 
side affects are described compre- 
hensively. All data resulting from 
laboratory, animal and clinical in- 
vestigations are presented in both 
tabular and editorial form. Where 
we feel it will be helpful, the divi- 
sion head meets with agency ac- 
count management and creative 
personnel to present the complete 
story. A question and answer peri- 



od permits these people to probe 
every area even more in detail. 
With this kind of indoctrination, 
the agency is in a better position 
to present sound, factual copy. 

When the advertising depart- 
ment is satisfied with the creative 
product of the agency, we put it 
through our copy clearance proce- 
dure. The doctor heading product 
planning is responsible for review- 
ing the copy from a medical view- 
point to see that claims made for 
efficacy are valid. After his review, 
the copy goes to the lawyers on the 
clearance committee. Their partic- 
ular firm specializes in Federal 
Trade Commission and Food M 
Drug Administration regulations 
and acts as legal counsel for some 
of the best known organizations in 
our fields of activity. With their 
up-to-the-minute knowledge of gov- 
ernmental agency interests and at- 
titudes, they are in an excellent po- 
sition to point out any legal prob- 
lems that might occur through use 
of the claims presented. 

After review by medical and le- 
gal, copy is returned to the adver- 
tising department. If any objec- 
tions are registered by the clear- 
ance committee, revisions must be 
made to satisfy them. The only 
person who would have the author- 
ity to override such objections, and 
where there is valid argument for 
both sides, is the president of our 
company. We have never found 
this necessary. We are convinced 
•this clearance procedure is sound 
and practical because we wind up 
with advertising copy that presents 
our product story without misrep- 
resentation. So much for copy. 

Emphasis on spot. Television 
and radio advertising is vitally im- 
portant in our multi-million dollar 
advertising expenditure. Certainly 
we use newspapers, magazines, car 
cards, canoe sides, but the predomi- 
nent investment is in broadcast. 
Of that, our company, over the 
last few years, has placed far more 
emphasis on spot rather than net- 
work. 
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We need the flexibility spot ;id- 
\ertising provides. In most cases 
the strength of our individual 
brands has not developed uniform- 
ly across the country. Factory sales 
by product are broken down into 
small areas and advertising dollars 
we allocated to those areas accord- 
ingly. Through use of spot, we can 
build the kind of frequency that is 
most efficient for each area. It can 
be patterned to complement net- 
work coverage. 

It is important that our cold tab- 
let advertising be exposed to an 
individual at about the time when 
he is first catching cold. This can 
happen any clay of the week, any 
hour of the day. For that reason 
we need all the frequency our bud- 
gets can provide. That's where 
spot advertising is our cup of tea. 

Nat'l spot dollars. A recent 

study of national spot dollars is 
of major concern to most of you 
here today, because it reveals such 
an over-whelming concentration in 
major markets. Out of over 1300 
brands studied, only 14% went out- 
side the top 100 markets with their 
spot buys. To improve this situa- 
tion, there seem to be several areas 
where you as station management 
people can strengthen your selling 
story to national accounts. 

Quite often )our national rates 
are not based as attractively as they 
could be. Generally speaking, we 
find our dollars more efficiently in- 
vested in larger markets. Once 
again, I am not telling you how to 
price your product. You are the 
only one in a position to determine 
that. I do think it important that 
you step over to the buyer's side 
once in awhile and see how your 
cost-per- 1,000 stacks up with buys 
in major markets. Since quality of 
audience is also important, cost- 
per-1,000 is not the sole criterion; 
nevertheless it is a big one. 

If you are out after business for 
a specific brand, better know 
something about its distribution 
and sales picture in your area. You 
may be spinning your wheels if the 
brand doesn't have adequate dis- 
tribution. On the other hand, in- 
adequate distribution might be the 



basis lai a selling story keyed to 
improving that distribution. Such 
information could give you an effec- 
tive selling story. How do you get 
it? Through your local biokers, 
wholesalers, retailers and chains. 
Get to know them. Thev can he 
valuable. 

Sometimes you can build a sound 
selling story around the use of your 
station by local chain and retail 
stores. Isn't it logical that national 
advertisers are looking for the same 
audience? 

Local markets. You can t know 
too much about your local market. 
Know the people, their demo- 
graphic characteristics, the indus- 
trial picture, economic trends, so- 
cial habits, political views, civic in- 
terests, organizational activity. 
Every national advertiser has cl if- 



lei cut pi oblcms. Your knowledge 
about one element in vour local 
picture ronld very well be the im- 
portant key to getting his adver- 
tising on your station. 

A logical grouping of two or 
t In ec contiguous markets may 
create a total package sufficiently 
large and economical to attract 
national advertising dollars. The 
Flint-Hay Gity-Saginaw group is 
an example. It is imperative that 
it be soundly conceived from both 
coverage and total make-up of the 
market package. Properly pre- 
sented, with comprehensive infor- 
mation about the market group, 
covering retail sales by l )P<-' of 
store, numbers of different types of 
outlets, population, coverage, etc., 
the package might be quite attrac- 
tive for national advertisers. ^ 




Addresses Missouri Broadcasters Assn fall conclave 

Two-day meeting of Missouri Broadcasters recently in Jefferson City, Mo., was 
addressed by Roger Testement, v.p. of Grove labs, heavy radio/ 1\ advertiser 
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What brands they buy in 8 markets 



1962 TvAR Brand Comparison Report out 
Documents regional variations in usage 
Regular coffee big in Frisco, down in Boston 



Where a consumer lives has a 
bearing on what products he 
uses and what brands he prefers, 
indicates a study released today 
(29 October) by Television Adver- 
tising Representatives. The 1962 



Brand Comparison Report sizes up 
what the consumer buys in eight 
major markets in the U. S. Here 
are some highlights: 

• Coffee. In all the markets 
91 a „ or better of those interviewed 



are coffee drinkers. But the wrin- 
kle comes in the type of coffee pre- 
ferred. In San Francisco, 45.5% 
use regular only, 12.2% instant 
only, and 35.3% use both. But in 
Boston, only 19.8% use just regu- 
lar brews, while 25.2% like only in- 
stant and 46.3% drink both. Max- 
well House is the top regular brand 
in seven markets, and the top in- 
stant in all eight. 

• Cigarettes. 57% or more of 
the men in all markets are smok- 
ers. But in four markets the scales 
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are tipped by n predominance of 
non-filter smokers. In the remain- 
der smokers of filtered cigarettes 
are more abundant. However, a 
filter cigarette is the brand leader 
in all markets (Kent in one, L&M 
in one, Winston in six markets) . 

• Cold cereal. Use of cold cere- 
als is high, from 79% in Boston to 
85.1% in Cleveland. Kellogg's Corn 
Flakes is the lending brand in all 
eight markets. 

• Hot cereals. Consumption of 
hot cereal is up in all markets but 
San Francisco, where it has dropped 
5% from last year. The overall 
range of use is from 62.3% in 
Boston to 70.7% in Cleveland. 
Mothers Oats is top brand in two 



markets, Quaker Oats the leader in 
all others. 

• Beer & ale. Baltimore is the 
highest ranking market for beer 
and ale (51.5%) and Charlotte is 
low-market with 20.9%. In five 
markets the brand leader is a re- 
gional brew. 

• Tea. Tea-drinkers arc lowest 
in San Francisco (76.3%) and 
highest in Charlotte . Lip- 
ton is the brand leader in all mar- 
kets, but even as the No. 1 brand 
it shows a wide range in popular- 
ity from 27% of tea-drinking fami- 
lies in Pittsburgh to 91% in San 
Francisco. 

• Cold remedies. Vicks ranks at 
the top among nose drop brands 



in seven oi eight markets and leads 
the field in all eight areas among 
sales and ointments and cough and 
sore throat remedies. 

Interviews in spring. The re- 
port is based on field work con- 
ducted in March and May 1962 by 
'Flic False, Inc., in Boston, Balti- 
more, Washington, Charlotte, Jack- 
sonville, Pittsburgh, Cleveland, and 
San Francisco. In home personal 
interviews with 4,800 families, an 
average of (>()0 per market, pro- 
vided the data. The report draws 
comparisons with the 1961 study, 
listing data of that report with cur- 
rent information. 

Setting aside marketing assump- 
(Please turn to page 57) 
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to mind is Kraft. Chevrolet has Bonanza on NBC TV Sunday nigh 
9:00-10:00. It also sponsors in its entirety My Three Sons starrii 
Fred McMurray and Bill Frawley from 9:00-9:30 Thursday nigh 
on ABC, and it bankrolls a major share of Route 66 on CBS Thui 
day nights from 8:30-9:00. The Route 66 show is shared wit 
Phillip Morris and Sterling Drugs. 

To give you some idea of what Chevy's competitors buy in ne 
work tv: Lincoln Mercury uses participations in Stoney Burke> Be 
Casey, and Hawaiian Eye, all on ABC; Chrysler buys participatioi 
in It's A Man's World, Saints and Sinners, and Empire, three ne 
shows on NBC; Plymouth uses participations in The Untouchabl 
on ABC and American Motors splits the bill with a number of oth( 
buyers on The Flintstones on ABC. 

Garth Hintz told us one fact about Chevy's tv coverage which w 
a sharp commentary on the tough job an advertiser and agency fac 
in trying to cover all of the nation's televiewers. In spite of tl 
spread of Bonanza and My Three Sons, Campbell-Ewald studies sho 
that Route 66 reaches some 4 million viewers who don't catch eithc 
Bonanza or My Three Sons. 

The reality behind the image 

After spending two days in Detroit and meeting Chevrolet an 
General Motors people as well as Campbell-Ewald people, and o 
serving at first hand the way they worked with Eddy, I can see wh 
they would be one of the few companies in the land so successfu 
that they can still buy prime time network tv hours and half-hour; 
Ed Cole, who is the General Motors vice president in charge of a) 
five of the company's automobile divisions, had the kind of warrr 
friendly and lengthy talk with Eddy which has made Eddy a Ger 
eral Motors and Chevrolet salesman for life, on stage or off. Gart 
Hintz, who spent a number of years in Campbell-Ewald's Holly woo* 
offices w F orking in their tv-radio department, but who now works h 
the Detroit home office, squired Eddy and me around. At the rt 
ception following the tv show Tuesday night I was with young Stev 
Saunders of the Campbell-Ewald tv-radio department in Detroit. 

And on Wednesday Garth took us out to the Chevrolet plant ii 
Willow Run. - Here the Willow Run personnel director, Ed North] 
way, took us on a tour of this incredible assembly line operatioi 
which turns out one automobile per minute every minute of . 
17-hour double-shift working day. It produces both Corvair 
and Chevy lis. The Today show, incidentally, was to televise high 
lights of the Willow Run operation the Monday after we left. 

In the afternoon Garth took us out to Warren, Mich, (just outsidi 
Detroit) , where we went through the General Motors Teclmica 
Center on a tour guided by Mert Carpenter. To call this fantastic 
complex of buildings, people, and activities a science fiction stor 
come to life is to understate it. Among countless other activities 
General Motors cars for 1970 are already being planned here. 

Eddy and I were fairly weary when Garth took us back to the Gen 
eral Motors building in town to say hello to the Campbell-Ewak 
brass, but you can bet that any commercials Eddy Arnold does foi 
Chevy or General Motors in the future will bear an even greatei 
stamp of authority and be presented with deeper conviction thai 
ever before. 

General Motors and Chevy's high position in American and work 
industry is obviously no accident. 1 
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HALEY'S COMMENT 
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TIMEBUYER'S 

CORNER 



Media people: 
what they are doing 
and saying 



n 

n 

tl 



Footc, Cone & Helding (New York) is fine-tooth combing the current 
crop of available timebnyers in hopes of latching on to a replacement 
for its departed senior buyer, Walter Reed. Walt, as reported here 
1 October, abandoned his TWA, Savarin and Angostura Hitters ac- 
counts at FC&H to take on broadcast media supervisor)' chores at 
Gumbinner. 

In the meantime, the agency-hopping game goes on and on. The 
latest players: DCS&cS' (New York) Larry Reynolds who bought for 
such accounts as Grove Laboratories and Bristol-Myers, starts today 
at J. W. Thompson (New York) reportedly buying on the Lever group 
. . . Lambert & Feasley's Jim Watterson went, along with the Warner- 
Lambert business, to Lemien & Newell. 

Speaking of Lambert & Feasley, Frank Sweeney, buyer on Listerine, 
wasn't the only one to exit the agency along with the account when it 
moved to J. Walter Thompson. He was joined, in the move, by senior 
Inner Sam Leddv. 



X 




Movie stars go to bat for timebuyers 

The game which rang down the curtain on the solbtall game season — the 
95th Street All Stars game — attracted Lisa James (1) and Joey Dee (far-r). the 
stars of Columbia's new motion picture, "Two T ickets to Paris." Others: (l-r) 
m-C's Phil Brooks, L&N's Bob Jeremiah, and SSGWs Charles Camillieri 

Recommended reading: (Just in case you missed it) "Timebuyers: 
want to relocate?", sponsor 15 October issue. The story, based on a 
recent sponsor •Survey, clearly defines job opportunities (salaries in- 
cluded) in time-buying arenas in different parts of the country. The 
story does much to dispel "grass-is-greener-elsewhere blues" which oc- 
casionalh plague even seasoned die-hards. 

I New York's loss is Boston's gain dept.: Marilyn Perkins, who bought 

(Please turn to page 48) 




In a word, "Wow!" 

That's as good a word as any to 
sum up the reaction to our new 
morning programming combining 
the Wonderful World of Music 
with the Wonderful World of In- 
formation. At frequent intervals, 
we give brief service announce- 
ments such as weather forecasts, 
traffic reports, and news head- 
lines, plus complete local news 
and NBC news broadcasts. And 
the letters and cards from ap- 
proving listeners don't show any 
signs of slackening off. 

To tell people about our new 
format, we've launched a large- 
scale newspaper campaign using 

— of all things — a family of 
boiled eggs to illustrate what 
we're talking about. One ad f for 
example, shows a disgruntled- 
looking egg and is headed, "Do 
they say you're too hard boiled 
in the morning?" The copy goes 
on to suggest that if you suffer 
from Morning Grouch, listening 
to WEZE is a wonderful way to 
get in a good mood. 

The response to all this has been 
even better than we expected. 
Slightly phenomenal, as a matter 
of fact. Dial-twiddlers write to tell 
us they've given up the habit and 
now keep their radios at 1260, 
and — as one sponsor put it — 
"Our commercials really pull with 
an audience that's wide awake?" 

All in all, we think we've got 
something pretty special to offer 

— not only in the number of our 
morning listeners but in their 
responsiveness. A phone call to 
me at Liberty 2 1717 in Boston 
will get you all the facts and fig- 
ures, or you can contact your 
nearest Robert E. Eastman repre- 
sentative. Either way, you'll find 
us worth looking into. 



Sincerely 



WEZE 

BOSTON 



Arthur E. Haley 
General Manager 



Other Air Trails stations are: 

WIZE WKLO 
Springfield Louisville 

WCOL WING 
Columbus Dayton 
WRIT 
Milwaukee 
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"If WIS-T V were 






4* 




dinary television station . . . " 



Chester (S.C.) Reporter 



"If WIS-TV were an ordinary television 
station, we would not be wasting our 
paper and ink," said the Chester (S.C.) 
Reporter in a recent editorial. "But 
WIS-TV is one of the pioneer stations 
in the South, and the only one, so far as 
we know, that has consistently tried to 
meet its public service obligations with 
energy and imagination." 

We thank our media colleague heartily. 
We don't think we are alone in recogniz- 
ing our responsibilities, but we will con- 
tinue to try to justify this kind of unusual 
praise, with unusual performance. 



WIS TELEVISION 

NBC / Columbia, South Carolina 

Charles A. Batson, Managing Director 

a station of ~*HCSV 

The BroadcastingCompany of the South 

G. Richard Shafto, Executive Vice President 

WIS television: Channel 10, Columbia, S.C. 
WIS radio: 560, Columbia, S.C. 
WSFA-TV: Channel 12, Montgomery, Ala. 

All represented by Peters, Griffin, Woodward, Inc, 




BUYING CHAMPAIGN? 

NATIONAL ADVERTISERS 
MUST BE RIGHT 

BUYING 



«0 WCHU33 WIGD241 

SPRINGFIELD CHAMPAIGN DANVILLE 



\ 



serving 



/ 



27 COUNTIES 

\^ including the 
METRO MARKETS / ! 



Only 

Unduplicated 

Coverage 

in 

Central 
I llinois 



CHAMPAIGN-/ 
URBANA 

SPRINGFIELD 

DECATUR 

DANVILLE 



/ 



\ 



S 



Pri BUq 

M CHAMPAIGN 1 j I 

IS PR I NG FIE O I f I 



RETAIL SALES 

$1,224,422,000 

POPULATION 

953,290 

% HOMES 

288,544 

TV HOMES 

271,038 

SRDS, February, 1962 

Sangamon and Macon Counties are the largest 
counties in Central Illinois for both Consumer 
Spendable Income and Total Retail Sales. 



PLflins ij stotioik 

in WCHU33 WIGD24 

SPRINGFIELD CHAMPAIGN DANVILLE 



Executive Offices 523 E. Capitol Avenue, 
Springfield, Illinois; Phone 528-0465 




Serving 27 Counties in '^X 4 
the Illinois Heartland 



TIMEBUYER'S 

CORNER 



Continued 



for such accounts as Avon, Visa Airlines, and Benjamin Moore 
paints at Monroe Dreher, New York, deserted both agencj and the 
Big City for Boston to be media buyer at Hoag & Provandie. Marilyn 
will be buying on all the H & P accounts. Her Monroe Dreher post 
was filled by Donald Comeau who, with this job, re-enters both the 
business and the U.S. afer a year's absence. A former Grey and Al 
Paul Lefton buyer, Don spent the past year in Canada trying out 
another field. 

Just in case you're wondering who J. W. Thompson (New York) 
has tapped as buyers on Phillips Petroleum, their latest coup, at press- 
time the agency wasn't ready to name names. 

New buyer: Young & Rubicam's Paul Theriault, who worked in the 
agency's local programing department, has been named media buyer 
on the Birds Eye (General Foods) account there. 

Recent additions to the in-home audience figures: To Ben Sack- 
heim's (N.Y.) Dick Goldsmith, a son named David Michael, and to 
Dancer-Fitzgerald-Sample's (N.Y.) Dave Wahlberg, a daughter, Sharon. 

Just to set the record 
straight: Since mistaken 
identity seems to plague 
name-alikes Marion 
Monahan and Mari- 
anne Alonahan to the 
point where, according 
to NLRrB's Marianne, 
"we're beginning to feel 
like old friends," we 
thought we'd attempt 
to clear up some of 
the confusion which 
has become an almost daily part of the girls' existence. For one 
thing, the first names are slightly different. For another, Need- 
ham, Louis & Brorby's Miss Monahan has never worked in San Fran- 
cisco, nor McCann-Erickson's Miss Monahan in Chicago. Marion, as 
many will recall, was nominated (by reps in that area) as a top buyer 
during sponsor's survey and subsequent story, "They're the Top Buy- 
ers (on the West Coast)," 1 January 1962. She was cited for her high 
caliber performance in broadcast buying despite the fact she is a 
relative newcomer to this facet of the business. Her accounts are Lucky 
Lager Beer and Calspray Chemical. Recently she was promoted to 
assistant media director for tv in the San Francisco office of McCann- 
Erickson. She is, so say the reps, particularly well versed on tv markets, 
especially towards beer and wine. Needham, Louis & Brorby's Miss 
Monahan, needs no introduction to buyers in and around the Chicago 
area. A pro in the art of timebuying, Marianne handles such accounts 
as S. C. Johnson, Campbell Soup, International Minerals & Chemical 
(Accent), and Morton Salt. She has an outgoing personality and is 
liked, without reservation, by everyone. She was named "Timebuyer 
of the Year" last spring by the Chicago chapter, Station Representa- 
tives Assn. ^ 




Marianne Monahan 
NUB, Chicago 



Marion Monahan 
McCann-Erickson, S.F. 
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PEOPLE PACKAGE . . . person-to-person 
radio, in one giant "people package"! That's 
KRMG, the friendly giant in Southwestern 
radio, programmed for the entire family . . . 
and, reaching the total Oklahoma market in 
one big 50,000-watt breath. People who listen, 
like it . . . people who buy it, love it! 



SWANCO 



STATION 



] 



KRMG 



YES, 



HAS 



PEOPLE 



PACKAGE 




THE JOHN BLAIR 



STATION 



KRMG 

TULSA. 
OKLAHOMA 



KIOA 

DCS MOINES. 
IOWA 



KQEO 

ALBUQUERQUE, 
NEW MEXICO 



KLEO 

WICHITA. 
KANSAS 




robert e. 

eastman 6c co., inc. 
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BOB & RAY 

(Continued from page 35) 

tcning to Bob and Ray . . .") and 
sundry other things extolling the 
creators of such characters as Mary 
Backstaygc, Noble Wife and Matt 
Nefjer, Boy Spot Welding King of 
the Free World. 

From Boston, Bob and Ray 
bounced into the national bigtime 
in 1951 when they signed on at 
NBC after a rousing beginning in 
Boston. Subsequently they were 
seen and heard on other networks 
in both radio and tv programs as 
well as on local Gotham early 
morning radio. Their efforts at 
comedy also won for them two 
Peabody Awards. Also they have 
been singled out on numerous oc- 
casions for their commercials, made 
through their one-time corpora- 
tion, Colliding - Elliott - Graham. 
Greybar Theatrical Production Co. 
is their present corporation. They 
made commercials for such name 
brands as Millbrook Bread, Guard- 
ian Maintenance, Mutual of Oma- 
ha, Carling Black Label beer and 
others. They also scored heavily 
as the voice of the Piel Brothers 
for the five years of that campaign's 
duration. The new Bert and Har- 
ry commercials for Piel, via the 
Young & Rubicam agency, will be 
penned by Ed Caffrey. Pelican Pro- 
ductions will do the new animated 
Piel commercials, all of which is 
currently being preceded by a 
rompish, roguish newspaper-radio 
teaser campaign involving Bert 
and Harry and a crafty Madison 
Avenue gray-flannelled efficiency 
expert named E. Gordon Gibbs. 

A sponsor editor last week rif- 
fled through the fan mail that Bob 
and Ray were getting from their 
listeners. It constituted a new high 
level of appreciation. It was in- 
deed the type of mail penned by a 
literate, sophisticated and infinite- 
ly better level of metropolitan au- 
dience. And since these two spe- 
cialists in satire know the full 
value of intelligent fan mail, they 
are inclined to fondle their appre- 
ciative audience and to worry 
about their health. Thev constant- 
ly urge their audience to wear 
overshoes when it looks like rain; 
before long, they will be sending 
their fans a new edition of The 
Bob & Ray Citizen, Post, Gazette, 



Herald, Clarion & Etoile, a spas- 
modically published house organ 
calling attention to their multi- 
tudinous activities. Like the late 
William Allen White, editor of 
the Emporia Gazette, who believed 
in printing all the delicious small 
town gossip, as well as significant 
items, both Bob and Ray pepper 
their sheets with such pieces of in- 
cidental intelligence as: "Greybar 
Theatrical Production Co., Sole 
Makers of Bob and Ray Stuff, have 
an annual telephone bill of over 
$880" or "Bob and Ray's baseball 
reporter, Steve Bosco, in Florida 
covering spring training, says, 
'There'll again be eight teams in 
each of the two major leagues this 
season' " or "The light bulbs in 
New York's subway trains have re- 
verse threads to thwart 'would be' 
bulb snatchers." 

Program service. On the ground 

that their satirical shafts should not 
be denied the rest of the land, Bob 
and Ray also have set up a "Bob 
and Ray Program Service" for ra- 
dio stations. This service provides 
am outlets with a vast reservoir of 
three and four minute bits culled 
from their many previous appear- 
ances on the aerial circuits. 

Already signed up are WDAF, 
Kansas City; KFfvIB, San Diego; 
WGR, Buffalo; WT1C, Hartford; 
WKMH, Dearborn, Mich.; WKNX, 
Saginaw; WFAA, Dallas; WDSU, 
New Orleans; WZOK, Jacksonville; 
WVAM, Altoona; WBEC, Pitts- 
field; KITE, San Antonio; KALF, 
Mesa, Ariz, and WOMP, Wheel- 
ing. 

At the rate they are going, Bob 
and Ray figure they will have some 
30 or more radio stations signed up 
by Christmas. Nor are the boys 
above lending a hand in promot- 
ing the service once a station has 
acquired it. A number of outlets 
have expressed pleasure at the 
ready willingness with which these 
two sharply comical individuals 
cooperate in the launching of their 
tailor-made programing routines. 
Subscribing stations are using the 
service to adrenalize morning 
shows, variety and news formats 
and various other sagging elements 
in the clay's bill of fare. 

Somewhat corrugated in appear- 
ance, Bob and Ray work out of a 
small, unprepossessing studio. Ad- 
libbers from way back, they scorn 



scripts, frequently choosing their* 
themes following a hurried glance 
at the afternoon papers in promo- 
tion director Newman's office. 

Unlike many performers (a peri- 
patetic lot, at best) Bob and Ray 
appear to have found a comforta- 
ble nook at the Storer outlet on 
Park Avenue, an ideal vantage 
point fro m which to shoot their 
wickedly sharp arrows into the air. 
Radio, they insist, is their fore- 
most object of love. 

"A radio station should have a 
perso n al i t y, " t hey tol d a sponsor 
editor. "The stronger the person- 
ality, the greater the station's abil- 
ity to play an important part in 
the affairs of the community that it 
serves. Television, on the other 
hand, by its very nature, seldom 
achieves the degree of 'intimacy' 
that good local radio enjoys, for 
radio is everywhere." 

Having evaluated the role of a 
radio station, the pair marched 
into the studio, faced a ribbon 
mike and one of their characters, 
Wally Rallou, intoned the daily 
"Pigeon Saturation Report." "Nor- 
mal to heavy in the metropolitan 
area," listeners were dismayed to 
learn. ^ 



RADIO PITCHES | 

(Continued from page 37) 

ness pitches pay off with such ac- 
counts as a large clothing store, a 
brokerage firm, a food chain, and 
drug firm. All had formerly used 
print. 

Among its pitches KMOX em- 
phasizes to prospects that radio 
gives good coverage in the suburbs 
where newspaper circulation chops 
off. Similarly, the station defines 
its coverage beyond the metro area 
as "regional radio," suggesting that 
an advertiser in weekly county 
newspapers could drop that sched- 
ule if he were on radio. 

Another angle is to point out 
radio's flexibility for quick copy 
changes such as price-reductions on 
advertised items. "Vertical satura- 
tion" may be recommended to a 
store for a one-day event or one- 
department sale. The station also 
cooperates in building mailing lists 
for direct mail targets, sometimes 
using "test" items not advertised 
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|n the client's print campaign. 

Station personalities. Every sta- 
tion has news or program person- 
alities who have a rapport with the 
audience. Station managers agree 
close personal identification with 
and endorsement by a personality 
is a good pitch. Station men be- 
lieve this is especially true of news- 
-men. When an announcer is well- 
liked he is a good seller, because 
he has an air of believability and 
reliability associated with the news. 

Public service. Many stations 
lenter heavily in community af- 
fairs and public service to help es- 
tablish a strong reputation as a 
public benefactor. Free time is of- 
Iten given to charitable, civic, and 
religious organizations, and an- 
nouncements of community events 
are broadcast frequently. 

Staff members are encouraged to 
participate in clubs such as Ro- 
tary, Kiwanis, Lions, Chamber of 
Commerce, and the Jaycees. Some- 
times the membership dues are 
paid by the station. 

Such community interest, both 
inside and outside the station, not 
only betters public relations and 
image, but may provide the same 
advantages for an advertiser. For 
example, AVITN, Washington, N\ 
C, station manager Bill Moore 
says: "We consider our main job to 
sell ourselves to the community 
with the services we render them. 
Because of our public service pro- 
graming and properly balanced air 
schedules, we show potential adver- 
tisers how they will benefit by as- 
sociating with a medium that has 
prestige as a community service." 

Agency role. If the potential ad- 
vertiser has worked heavily with 
newspapers, he is not apt to realize 
the extra planning that goes into 
radio. Probably he has been fur- 
nished with mats by product sup- 
pliers into which he simply 
dropped the price and logotype. 
It is a simple process compared to 
radio buying. Radio men agree 
that any extra services often fall on 
the station. A willingness to do 
the added work to the best advan- 
tage of the advertiser can be a 
boon to the seller. 

The storekeeper cannot write his 
own copy or continuity, so the sta- 
tion absorbs this burden. How 
.should the copy be written? To 




WAVE-TV gives you 
28.8% more MOTORISTS 



28.8% more viewers, minimum! 



Since Nov.-Dec. ? 1957, NSI Reports have never 
given WAVE -TV less than 28.8% more viewers 
than Station B in the average quarter-hour of 
any average week! 

And the superiority during those years has 

■ 

gone as high as 63.6% more viewers! 

More viewers = more impressions = more sales! 
Ask Katz for the complete story. 



CHANNEL 3 • MAXIMUM POWER 
NBC • LOUISVILLE 

The Katz Agency, National Representatives 



WAVE 

TV 
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40-YEAR ALBUM of 
PIONEER RADIO STATIONS 



a collection of rare and 
treasured pictures of radio's 
remarkable forty years of 
service arranged by decades 
and sections of U.S. and 
Canada. It's a handsome his- 
| toric keepsake of radio's out- 
standing achievements. 284 
pictures were selected from 
over 1,000 pictures sub- 
mitted by 40 year old sta- 
tions. 

130 pages. $1.00 



5-CITY TV/RADIO 
DIRECTORY 



SPONSOR'S 11th di- 
rectory of TV and 
Radio services in five 
leading advertising 
markets. Several 
thousand copies of 
the 1963 edition 
were on order before 
publication. An un- 
duplicated pocket- 
reference for every- 
one in the broadcast 
advertising business. 

32 pages, 50£ 



SPONSOR Services 

555 Fifth Avenue 
New York 17, N. Y. 

Please mail me 

□ copies of the 40-year Radio Album @ $1.00 

□ copies of the 5-City Directory @ $.50 

□ copies of the TV Timebuyer's Guide @ $1.00 



Name 



_ Firm 



Address 



□ check enclosed 



□ bill me later 



1962 TIMEBUYER'S 
MARKET GUIDE 



A unique compilation of 
basic market information on 
90 multiple TV station mar- 
kets showing network, spot 
and local expenditures in 
market for both 1961 and 
1960, total homes in area, 
counties in area, quarter- 
hour homes reached, night 
and day spot cost, TV Sta- 
tions and essential data on 
each. 

136 pages. $1.00 



SPONSOR 



THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE 

555 FIFTH AVENUE, NEW YORK 17 



Chicago's most favorable 
location for the communications 
and advertising industry 



JOHN BLAIR BUILDING 

645 N. Michigan Avenue 
Chicago 11, I1L 




For rental information contact 

Scribner & Co. 

38 S. Dearhorn Street 

Chicago 3, 111. 
Central 6-4204 



whom is it being directed? What 
length spots should be used when? 
The team of salesmen and copy- 
writer must do research on the 
complete store background before 
good copy can be written. If the 
store has never advertised before, 
other than in prepared product 
print, they probably have not es- 
tablished merchandising policies or 
an identifiable store image. In do- 
ing all this the station must, in 
fact, act as an advertising agency.! 

Client distinction. Explain to 

the advertiser how radio separates 
competitive products and domi- 
nates the attention of the listener 
during a chosen time period. Nat- 
urally commercials of competitive 
advertisers can be separated by , 
time as well as by use of personali-* 
ties. 

Station men agree that it is best 
to assign a client's commercial to 
a particular personality and stick! 
with him. For any competing 
product another announcer should 
always be used for endorsement. 
This adds credibility and person- 
al identification. Salesmen pitch 
this voice and personality differ- 
ence to give the product or store! 
distinctive image. 

Also, various times and adjacen- 
cies can be chosen to hit the exact! 
audience. 

Cost-per-1,000. Figures on a na- 
tional level showing the low cost- 
per-1,000 of radio are available. 
Also, station men in local areas 
make their own studies against the 
newspaper or tv competition. 
WSJS, Winston-Salem, lists this as 
their first pitch. "Above all, we 
convince the client that our medi- 
um gives lowest cost-per-1 ,000," 
says Dick Barron, assistant mana- 
ger. "We also try to bring into 
consideration the tremendous out- 
of-home audience which the medi- 
um reaches. It can be up to 40% 
of a total audience. We pitch that 
segment as a bonus to a prospec- 
tive advertiser." 

Most important of all pitches, 
salesmen say, is to try and con- 
vince the advertiser that once he 
enters radio he should stick with 
it; one even said "or not enter it 
at all." The building of a strong 
image in the minds of a radio au- 
dience is not accomplished satis- 
factorily with one flight of an- 
nouncements, they say. ^ 
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WASHINGTON WEEK 



29 OCTOBER 1962 /cwriiht i*a 



What's happening 
in U.S. Government 
that affects sponsors, 
agencies, stations 



Philco, as per schedule, led off proceedings before FCC chief hearing examiner 
James D. Cunningham on the RKO-NBC application to swap Boston and Philadel- 
phia stations, and on Philco's bid for NBC's Philadelphia channel. 

If Philco should succeed, of course, there would be nothing for NBC to trade. Also in- 
volved is an allegation that since the RKO Windsor, Canada, station serves the Detroit market 
it amounts to a sixth VHF station for that company, exceeding the multiple ownership 
limits. 

The job ahead of Philco is to prove that NBC-RCA are unfit for licensing by the FCC 
because of alleged violations of the antitrust laws, and for anything else Philco may be 
able to prove. RKO attorney W. Theodore Pierson said this would mean the end of NBC 
as a tv network, since a network must own stations to be able to exist. 

Philco attorney Henry Weaver tried the Westinghouse-NBC sale-trade of Philadelphia sta- 
tions for Cleveland as an opener, with subpoenaed Westinghouse board chairman E. V. Hug- 
gins as the first witness, and Chris Witting up second. 

Westinghouse will appear for the purpose of presenting its own evidence later in the pro- 
ceedings, but reluctantly. It originally sought status as a party to protest NBC's entry into 
Boston, later tried to withdraw but was refused permission to bow out by the FCC. 

The facts that Weaver established with Huggins as the witness were shaken badly by NBC 
attorney Irving Segal. Left undisputed at the end was the Huggins assertion that Westinghouse 
would never have consented to the trade of Philadelphia for Cleveland if it hadn't been for 
fear of loss of NBC affiliation in Philadelphia. But Segal traced a long line of Westing- 
house steps very much to the dissatisfaction of NBC and RCA, in the face of any fears of 
reprisals. Huggins insisted, however, that NBC had threatened to buy another Philadelphia 
station if Westinghouse refused to trade. 

This was the trade on which Justice Department sued RCA-NBC, which resulted in the 
consent decree making necessary NBC divestiture of the Philadelphia stations. 



The FTC's co-op ad conference never burst out of the garment industry limits 
within which it started, and therefore the expected important impact on the ad in- 
dustry never developed. 

Main development of importance, therefore, was the statement by FTC chairman Paul 
Rand Dixon at the outset that the Commission is not opposed to co-op advertising as such. 
He indicated FTC interest is in assuring that benefits available to one retailer are available 
to all on non-diseriminatory terms. He stressed FTC understanding of the value of adver- 
tising. 

It was alleged by retailers that manufacturers would like tough FTC regulation in this 
field so they could escape paying their share for co-op ads. This was denied, and the one-day 
conference practically turned into a debate between segments of the garment industry. 



Stereo tv would be next if the FCC approved a petition by General Electric, 
developer of one system. 

GE said in its petition that there are other systems in addition to its own, and asked the 
FCC to set standards. At present stereo is broadcast only by fm — and is considered a possi- 
bility for making fm a prosperous service — and occasionally on a combination of fm and am. 
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SPONSOR HEARS 



29 OCTOBER 1962 / owioM imtc 



A round-up of 
trade talk, trends and 
tips for admen 



A report that won't let itself be laid to rest: both Colgate and Bristol-Myers are 
bent on adding a new agency to their stables. 

The Colgate move is expected to take place within a month. 



Radio broadcasters who attended the NAB's district meeting had a gag going 
among them during their stay. 

It was this: the promotional side of the association urges that when travelling look for a 
room with a radio, but there wasn't a radio in the rooms of the Biltmore hotel into 
which the NAB had registered the meeting's attendees. 



If you took a poll among tv executives on Madison Avenue as to the client who 
least lets the record discourage his faith as a program chooser, the majority vote 
would most likely go to Henry J. Kaiser, the industrial wizard. 

His choices for three successive seasons: Hong Kong, Follow the Sun, the Lloyd 



Bridges show. 



If you've been around the business a long, long time you will probably be 
among those who marvelled at the occupational background from which network 
program directors have emerged from time to time* 

Just to dig back on three of them: (1) a real estate plot salesman; (2) a statistician 
in the insurance business; (3) a mathematics teacher in a small military school. 



Perhaps in no business other than tv, observed a Madison Avenue philosopher, 
can the seller of a commodity juggle paradoxes with such blitheness and impunity. 

Like, for instance, on the one hand vowing in the public prints that ratings are of no 
consequences and on the other hand taking every promotional advantage of competi- 
tive ratings after the new season has unfolded. 

Added the philosopher: life for such an an avower could be so simple if he didn't have 
looking over his shoulder such sliderule devotees as P&G, American Home Products, 
Colgate and Alberto-Culver. 



Remember the era in radio when the air was rife with self-liquidating premi- 
ums? 

Well, if anyone's inclined to put together a roster of the champions among dime and 
quarter pullers they'll have to include the late Tom Brenneman, Chandu the Magician, 
Jack Armstrong All American Boy and Ma Perkins. 

Brenneman on one occasion, with P&G and Kellogg as his co-sponsors, drew over a 
million quarters. 



It's getting harder and harder for Hollywood tv film producers to recruit top- 
flight seasoned writers for half -hour series. 

Money isn't the reason. Writers prefer to identify themselves with the hour show, in 
the belief that it accords them greater prestige within the filmmaking community. 

In other words, a half-hour program is equated with the old short subjects field. 
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MAGNAVOX 

[Continued from page V$) 

i ho plnn because the price of the 
campaign is less than regular nues. 
They fear such a precedent would 
open the way for lower rates on 
other sales. But others are for the 
plan, agreeing with the association 
that "we have needed a full-time' 
promotional center and executive 
director for some time." 

The Magna vox package is six 
spots a day for six months. Two 
spots arc to be run between 7 and 
10 a.m., two between noon and 5 
p.m. and two between f> and 11:30 
p.m. It provides an opportunity 
For stations to sell local Magnavox 
dealers adjacent spots, programs, or 
dealer tags. 

Agency supports plan. Magna- 
vox currently spends 95% of its 
advertising budget in print. In a 
letter to the NAFMB board oi 
directors, K&E's John Shima, media 
group head, made this statement: 

"Our client is enthusiastically be- 
hind your plan to utilize donated 
announcements from NAFMB sta- 
tions to finance the development of 



1 in . The binds lor this campaign 
have been <li\ci led I mm otliei 
media, thus i ('presenting new mon- 
ey lor the fm industry. We at K&K 
Feel that this project will open the 
door for greatly increased fm ex- 
penditures, not only by our agency, 
but by all major agencies." 

T. Mitchell Hastings, president 
of the NAFMB, told members in a 
subsequent lener what the pin- 
chase would mean to the organiza- 
tion. "This (5150,000) is the mini- 
mum amount needed to cover the 
cost for one year oi 1) a lull-lime 
national sales promotion director; 
2) a New York oilice similar in 
Function to RAP> and TvF> but 
geared particular!) to fm require- 
ments; 3) a research program of 
genuine value; 4) a scries of crea- 
tive presentations to agencies and 
national accounts for the presale 
of member stations, and 5) con- 
tinued publication of NAFMB lie- 
port on a monthly basis." 

Negotiations between various 
parties for the plan were handled 
by Hamilton H. Brosious, presi- 
dent oi Hamilton Audio Electron- 
ic s, New York. ^ 



BRAND COMPARISON 

{Continued front (xige T5) 

tions based on "common sense," 
the report's figures often show 
where such musings can be mis- 
leading. OIF-hand it might seem ob- 
vious that more nose drops would 
be purchased in northern climes. 
But the Brand Comparison Report 
documents the opposite. In Jack- 
sonville nose drops are purchased 
by 1 1° 0 oi lamilies interviewed. 

In Pittsburgh the figure is only 

«m a ' 

On the other hand the study 
validates a somewhat expected 
variation in gasoline brand rank- 
ings, usually aliened by regional 
marketing. Ksso leads in Boston, 
Baltimore, Washington, and Char- 
lotte. CulF is No. I in Jackson- 
ville and Pittsburgh. Sohio is the 
top brand in Cleveland, while 
Chevron leads in San Francisco. 

Copies of the full report, de- 
signed to provide advertisers and 
their agencies with marketing and 
research information for their use 
in planning acl strategy, are avail- 
able lrom TvAR. ^ 



SOUTHS 




W j T Vchanne. 12 KATZ*W L BTchanne, 3^ HOLLINGBERY 



SPONSOR-WEEK 




Accepts radio-tv news association award 

Ray Wilson (r), news director, KFMB-TV, San Diego, accepts Radio & Television 
News Assn. 1 2th annual award for best regular tv newscast, from Sam Zelman, 
West coast buerau mgr., CBS TV, and immediate past pics, ol the organization 



Continued 




At the Fair Day at the Zoo 

WWLP-TV, Springfield, women's serv- Thousands of Toledo youngsters and 

ices dir. Kitty Broman (c), on camera their parents turned out for the third 

at week-long remote of Eastern States annual WTOL Day at the Zoo. Fea- 

Exposition held in West Springfield tured event was Yogi Bear's Circus 




One way to dramatize your market story 

WWOM, New Orleans, gen. mgr. David Wagenvoord brings Bourbon St. to Mad. 
Ave. as he serenades agencies. Coinbo is flanked by (1-r) Adam Young a/e's Tim 
White, Bob Syers, Ted Brew, Wagenvoord, rep radio gen. sis. mgr. Jim Smith 
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ident in charge of the creative serv- 
ices division and a member of the 
agency's executive committee; Cleo 
Hovel has been named vice presi- 
dent in charge of the tv commer- 
cial department (succeeding Ten- 
nant) and a member of the crea- 
tive review committee; C. Peier 
Frantz becomes administrative vice 
president, creative services divi- 
sion, a new post; and R. E. 
(Tommy) Thompson, chairman of 
the agency's creative review com- 
mittee, has been elected to the 
board of directors. 



Agency appointments: Ternstedt 
division of General Motors, sup- 
plier of automotive hardware, to 
D. P. Brother . . . Speedliner Ma- 
rine Co. to Fletcher, Wessel 8c En- 
right . . . Mar ad el Products to 
Adams & Keyes for Oleen Shampoo 
and P.C.K. Hair Conditioner . . . 
Jensen-Salsbery Laboratories, ethi- 
'cal veterinary supply subsidiary of 
Richardson-Merrell, to Klau-Van 
jPietersom-Dunlap . . . Internation- 
al Telephone and Telegraph Corp. 
to Donahue 8c Coe for its Compo- 
nents, Wire and Cable Group. I 
Xeedliam, Louis & Brorby contin- 
ues to handle all phases of the ITT 
corporate advertising program . . . 
iThe consumer portion of Diamond 
Crystal Salt ($500,000) to Grey from 
Duffy, McClure & Wilder . . . | 
Equitable Securities to Metlis 8c 
Lebow. 

New quarters: Erwin Wasey, Rnth- 
ra u fT 8c Ryan o ffi ces in Ch i cago 
are now located at 410 North Mich- 
igan Avenue. 

New v.p.'s: Roy T. Nordin at Hugh 
H. Graham & Associates, Faming- 
ton, Conn. . , . James E. Fasnlcs, 
Willard S. Johannsen and Bradlty 
M. Wyatt, Jr. at Need ham, Louis 
& Brorby . . . Frank C. Beckert at 
Dunwoodie Associates, Garden City 
, . , Robert F. Welt/Jen and Donn 
C. Dolan at Foote, Cone 8c Beld- 
ing. Both are assigned to the 
Clairol account . . . James K. Jur- 
gensen at Lillienfeld 5c Co., Chi- 
cago, in charge of media and radio- 
tv production . . . Don R. Lyons at 
Kricher, Helton & Collett, Dayton 
. . . John A. Thomas at Ogilvy, 
Benson & Mather. 




New leaders mull plans for coming year 

New Board of Directors of the Indiana Broadcasters Assn, First row (1-r): John 
Babcock, WLWI, Indianapolis: Robert McConnell, WISH, Indianapolis; Ried 
Chapman, WANE, Ft. Wayne. Ba<k (1-r): Los Spencer, WKBV, Richmond; Jack 
Douglas, WKIE-TV, Evansville; Martin Williams, WFMS (KM), Indianapolis 



Impact for "Impact" 

Ben Hoberman (I), KABC, 
hos Angeles v. p., presents 
plaque to Ray Brown (c), 
pres. of Ray Brown Auto- 
motive and Robert Ander- 
son, pies, of Walker Saussy 
Adv., for purchase of high- 
est-priced local commercial 
on behalf of seat belts 





Formal dedication of new tower in Milwaukee 

More than 400 Milwaukee civic, business and broadcast leaders gathered for dedi- 
cation of new 1,078-foot WITI-TV tower, tallest self-supporting tower in America. 
Greeting a visitor are (1-r) Storcr tv v.p. Bill Michaels; Storer exec. v. p. Stanton 
P. Kettler; Storer pres. George B. Storcr, Jr.; W1TI-TV gen, mgr. Roger LeGrand 
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PEOPLE ON THE MOVE: John 
J. Destler to account executive at 
Chi ru rg & Cairns, from Y&R . . . 
Donald A. Norman to sales coordi- 
nator of Broadcast Clearing House 
. . . Marilyn Perkins to media buy- 
er at Hoag Sc Provandie . . . Thomas 
H. Malim to the public relations 
staff at Beaumont, Heller &: Sper- 
ling . . . Maria B. Wooden to direc- 
tor of the consumer service depart- 
ment at Rirhard K. ManofT . . . 
Avram Butensky, media supervisor, 
to associate media director at Danc- 
er-Fit £ge raid-Sample, New York . . . 
Milton Crecuwald to account ex- 
ecutive at Ben Sackheim . . . Thomas 
Connolly, Jr., to account executive 
at Doyle Dane Bern bach, from Leo 
Burnett, Chicago . . . William W. 
Kennedy to Grey Advertising, Los 
Angeles, as account supervisor on 
the Tidewater account which 
switched recently from FC&B 
where Kennedy handled it . . . 
Cliff Lewis to head of the new 
Travel & Resort Account Group at 
Grant, Hollywood . . . Paul Frahm, 
formerly with YfcR, San Francisco, 
to the creative staff of McCann- 
Erickson, SF . . . Wendell Eastling 
to media direc tor of Knox Reeves. 

Associations 

Don C. Daily, general manager of 
KGBX, Springfield, was elected 
president of the Missouri Broad- 
casters Assn. at its 1962 fall meet- 
ing. 

He succeeds Robert Hyland, vice 
president and general manager of 
KMOX, St. Louis. Among the prin- 
cipal items of business at the meet- 
ing were the adoption of a grad- 
uated scale of member dues accord- 
ing to market si/e and the employ- 
ment of a public relations firm for 
the association. 

Speakers at the meeting included 
Reginald Testement, vice presi- 
dent, Grove Laboratories; Gover- 
nor John M. Dal ton; Ralph Neuge- 
hauer, Gardner Advertising; AI 
Christy, Potts- Wood bury, Kansas 
City; Larry Dixon, Dixon-Baker, 
Springfield; foe Garagiola, sports- 
caster; John F. McMillin, Editor, 
SPONSOR, 

Harry W. Domseif, WCCO, Min- 
neaj>olis-St. Paul, was named chair- 
man of the Board and Thomas A. 
Carroll, Time-Life Broadcast, In- 



dianapolis, was elected president of 
the Institute of Broadcasting Finan- 
cial Management. 

Other newly-elected officers: Rich- 
ard S. Stakes, WMAL, Washington, 
D. C, vice president; Charles A. 
Hart, WHDH, Boston, secretary- 
treasurer. 

Notables from government, educa- 
tion and the broadcast world will 
be present for the 20th anniversary 
dinner of the Broadcast Pioneers. 

Place is the Biltmore Hotel and 
date is 13 November. 

Entertainment, featuring head- 
liners of radio and television, will 
be one of the evening's numerous 
highspots. 

Kudos: George T. Laboda, director 
of radio and tv for Colgate-Pal- 
molive, has been elected to the 
Board of Governors of the IRTS, 
filling the vacancy caused by the 
resignation of Roger M. Greene. 

Tv Stations 

New York's Waldorf Astoria will 
be the scene of the eighth annual 
meeting of the TvB, 14-16 Novem- 
ber. 

Theme of the meeting: "The 
Chain of Demand." 
Highlights: 

• A new presentation for mem- 
bers, advertisers and agencies called 
"Jericho-The Wall Between Us." 

• Addresses by Paul S. Willis, 
president of the Grocery Manufac- 
turers of America, and Amory 
Houghton, Jr., president, Corning 
Glass. 

• A meeting for sales managers 
to discuss local selling problems. 

• Announcement of winners of 
Station-Market Presentations. 

• Honoring of past TvB Board 
Chairmen and TvB's first presi- 
dent, Oliver Treyz. 

The latest development in kids 
show programing comes from West- 
inghouse Broadcasting. 

Starting this month, WBC sta- 
tions, and others via syndication, 
will air the monthly specials in 
prime time. Shows will explore the 
classic arts, symphony, opera, dra- 
ma, ballet, painting and sculpture 
and some of the forgotten arts such 
as poetry, puppetry, magic, mime, 
circus and gospel. 



In special ceremonies in Toledo, 
Storer Broadcasting's WSPD-TV 
dedicated its new facilities to the 
late J. Harold Ryan, co-founder of 
Storer. 

The station remains at 136 
Huron Street where it has been 
since sign-on in 1948 but the build- 
ing has been completely remodeled 
to transform it into a Colonial land- 
mark for downtown Toledo. 

The latest Nielsen figures are out 
and TvB is heralding a tv mile- 
stone. 

As of last week, there are sets in 
50 million homes, or 91% of all 
homes in this country. 

Some comparative figures, 
which to measure the phenomenal 
growth of tv set ownership: tele- 
phones today are in some 44 mil- 
lion homes, while newspapers are 
read in 47 million homes daily; in 
the last full year reported, 1961, 
newspaper circulation was 59.3 
million. 

Southern stations last week rose to 
t lie occasion and provided the pub- 
lic with speedy and accurate cov- 
erage of the Cuban crisis. 

One case in point was WTAR- 
TV, Norfolk. The station was 
alerted that Navy dependents from 
Guantanamo Bay were being evac- 
uated to the U. S. Naval Air sta- 
tion at Norfolk. The planes 
touched down at 10:15 p.m. and, 
through a series of fast moves, the 
station filmed the landing, rushed 
the film eight miles back to the 
studio, and after editing, it was 
shown on the "Eleventh Hour 
News" less than an hour later. 



Financial report: Metromedia re- 
ported a record net income for the 
first 39 weeks of 1962, ending 30 
September, totaling $1 ,292,69 1 , 
equal to 72 ten ts per common 
share, against 402,278 or 24 cents 
per share for the same period a 
ye a r ago. G ross r e ve n u e for t Ii e 
1962 period was $38,200,266 as 
against $34,542,552 for the same 
period ending 1 October 1961 .. . 
Capital Cities Broadcasting operat- 
ing profit before depreciation for 
the first three quarters of the year 
rose 86% from $1.86 in 1961 to 
$3.46 in 1962 on an increase of 
65% in net broadcasting income. 
Net profit was up 63%, to 83 cents 
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per share and cash flow generated 
from operations was up 59% to 
SI. 68 per share. 

Offbeat sale: The 10th annual Hol- 
lywood Deb Star Ball will be shown 
on KTLA-TV, Los Angeles, 1 De- 
cember, sponsored by Claiiol 
(FC&B). Points out Clairol: the 
proportion of Deb Stars who use 
haircoloring is considerably higher 
than the one out of three national 
average. 

Sports notes: WJZ-TV, Baltimore, 
will carry six American Hockey 
League games with the Baltimore 
Clippers, all sponsored by the Na- 
tional Brewing Co. (Donor Adver- 
tising). 

PEOPLE ON THE MOVE: Rich- 
ard J. Braun to promotion man- 
ager for KBTV, Denver. He'll also 
handle promotion for sister station 
KBTR . . . Edward V. Cheviot to 
vice president and station man- 
ager of WOAl-TV, San Antonio 
. . . Leon Halperin to chairman of 
the board and Gordon P. Brown to 
vice president of Channel 13 of 
Rochester, Inc., operators of 
WOKR, in accordance with the 
original plan to rotate chairman- 
ship and vice presidency among the 
directors every three months . . . 
Marvin Gottlieb to the sales staff 
of KDKA, Pittsburgh . . . Bernard 
P. Buhuiiicky to chief engineer at 
WNAC-TV, Boston . . . Gideon 
Klein to sales manager of KROC- 
TV, Rochester, Minn. . . . William 
M. Scruggs, Jr., to director of sales 
and J. Russell McElwee to the new- 
ly-created post of new business di- 
rector in addition to his present 
position as director of local and re- 
gional sales at WSOC-TV, Char- 
lotte . . . Marge Injasoulian to pro- 
motion director for the KOOL sta- 
tions, Phoenix. 

Radio Stations 

Keys tone Broadcasting System is 
seizing this period of new model 
introduction to pitch to automo- 
tive advertisers. 

The main point of the presenta- 
tion: half of the nation's automo- 
tive sales are made in counties cov- 
ered by the national radio network 
of 1,130 stations and. these covered 
counties accounted last year for 



Always the Winner 

In the Central 
New York Market! 



There's no beating the best. It isn't 
as if nobody tried. Competition is keen 
— and, to give credit where it's due, 
competitive programming often merits 
real praise. 

But when you consider that the programming 
service of WSYR-TV is under the direction of 
executive personnel with an average of 19 years 
broadcasting experience right here in Central New 
York, a top talent staff with an understanding of its 
job and its audience, and a firmly established 
tradition of being several laps ahead of the field — 
staying ahead comes kind of naturally. 

WSYRJV does work at it, however, 
steadily and conscientiously. The 
results speak for themselves. 
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Delivers 50%* 
more homes 



than Station "B 




NBC 
Affiliate 



Channel 3 • SYRACUSE, N. Y. • 100 KW 

Plus WSYE-TV channel 18 ELMIRA, N.Y. 
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$17.9 billion in automotive sales. 

Ideas at work: 

• 111 content with the all too 
casual acceptance of morning-till- 
liight d.j. programing, KWTO, 
Springfield, Mo., sent a staff mem- 
ber on a five-week tour of nine 
states and with the tape he brought 
back, has instituted four new series 
of traveling microphone shows. 

• KTRH believes Houstonians 
don't know what they're missing 
if they fail to hear news director 
Ken Fairchild's southwestern edi- 
tion news at 5:30 p.m. and a big 
Main Street teaser billboard says 
so. 

• WIL, St. Louis, has started a 
"Homework Exchange" for stu- 
dents of all ages. Listeners are in- 
vited to telephone the station and 
d.j. Gary Stevens announces the 
questions on the air. Anyone know- 
ing the answers should also phone 
the stations. 

• WEMP thinks Milwaukee is 
a wonderful town. And that sta- 
tion's made a record which says so. 
It's being played on the air and 



the title is H WEMFs Wonderful 
Town'" with a specially composed 
cantata saluting Milwaukee and its 
suburbs. 

Financial report: Taft Broadcast- 
ing reported that profit before Fed- 
eral taxes for the second fiscal 
quarter ended 30 September was 
$861,661, up 44% from $597,688 
for the previous year's same quar- 
ter. Revenue rose to $2,671,423 
from $2,287,868, while net income 
after Federal taxes on income in- 
creased 36% to $385,495 from 
$283,505. Earnings per share were 
25 cents versus 18 cents last year. 

Happy anniversary: \VDSU, New 
Orleans, has been celebrating its 
40th birthday with a series of spe- 
cial programs on major holidays. 
The next show is set for Thanks- 
giving Day and will be called "The 
AVDSU Story.'* It takes as its theme 
"Thank You, New Orleans, for 40 
Years of Listening." 

PEOPLE ON THE MOVE: James 
L. Snyder to national news direc- 



tor for Westinghouse Broadcasting 
. . . George Miller to account ex- 
ecutive at WITH, Baltimore . . . 
Edward Schoelar to chief engineer 
at WLKW, Providence . . . Alan 
N. Wasser to news editor at WINS, 
New York . . . Verne Wright to 
sales manager of WFBM, Indian- 
apolis . . . Tony C. Malara to sales 
manager of WWNY, Watertown 
. . . Art Dawson to marketing man- 
ager at WPAT, New York . . . Rex 
Preis to vice president and station 
manager of WOAI, San Antonio 
. . , James Callan to director of 
marketing and business develop- 
ment and John W. Owen to direc- 
tor of advertising and promotion 
at WABC, New York . . . William | 
A. Courtenay III to director of 
farm sales for the WFIL, Philadel- 1 
phia . . . Cecilia Pedroza, syndi- 
cated columnist, to publicity chief 
for KWKW, Los Angeles . . . Wil- 
Ham J. Murray, for the past five 
years tv sales manager of Crosley 
Broadcasting's New York office, to 
national sales manager of WMEX, 
Boston . . . Arthur J. Beaudin to 
merchandising liaison man between 



Newsmakers in tv/radio advertising 




Ralph L. Glazer has been named 
national radio sales manager for 
Westinghouse Broadcasting. Cur- 
rently eastern sales manager for 
CBS Spot Sales in New York, 
he began his career with CBS 
production in Hollywood. He 
joined the sales staff of KNX/ 
CRPN, Los Angeles, serving in 
various capacities. He was also 
with KSFO, San Francisco. 




Lewis R. Angelos has been ap- 
pointed advertising and sales 
promotion manager for Rich- 
field Oil, replacing Ben Pollak 
who retired after 32 years. Ange- 
los has served as account execu- 
tive at McCann-Erickson on the 
Enjay division of Humble, and 
from 1953 to 1961 was with 
Geyer, Morey, Ballard on the 
Richfield and Sinclair accounts. 



Jack Hardingham, veteran radio 
and tv sales executive, joins The 
Meeker Company as director of 
tv sales development. For the 
past two years he's headed his 
own com pan y , specializing in 
market development for a limi- 
ted number of tv stations. Prior 
to this he was senior vice presi- 
dent and general manager of 
Headley Reed Co. 




Ed McLaughlin, manager of spot 
radio for Peters, Griffin, Wood- 
ward, San Francisco, has been 
named general sales manager of 
RGBS, Los Angeles. He first 
entered the sales field in 1958 as 
a member of the sales staff of 
KTIM, San Rafael. In '59 he 
became an account executive at 
KLX, Oakland. In 1960 Mc- 
Laughlin joined PGW. 
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stations and grocers for The Knight 
Quality Stations of New England 
. . . Elmer O. Wayne, vice presi- 
dent of ABC and general manager 
of KGO, San Francisco, to execu- 
tive vice president and general 
manager of the Texas Star Broad- 
casting Co., operators of KENS, 
San Antonio . . . John H. Kline to 
general manager of KDEF, Albu- 
querque . . . Gus Gabriel to radio 
account executive with WS1X, 
Nashville . . . Norman F. Flynn to 
account executive at WPAT (AM 
fc FM), New York. 

Kudos: Charles H. Park, Jr., pro- 
gram director at WBRB, Mount 
Clemens, was re-elected president 
of the UPI Broadcasters of Michi- 



gan. 



Fm 



|The Mai/lish properties, including 
KRHM, Los Angeles, and KPAL, 
Palm Springs, have engaged an out- 
side firm as business management 
consultant. 

The firm is McCormick & Hew- 
itt. It will handle business afFairs 
of the station and of Maizlish's 
syndicated radio and tv properties. 

Additional note: Lester Movers 
has been named office manager of 
KRHM and Helen Quirk was ele- 
rated to the same post in Palm 
Springs. 

WMUS (FM) signs on the air 1 
November to provide Muskegon 
Country, Mich., with its only fm 
outlet. 

Station is owned by Greater 
Muskegon Broadcasters, owners of 
WMUS (AM) and WPLY, Ply- 
mouth, Wis. 

A. E. Jackson will be sales co- 
ordinator for the new station; Her- 
bert E. Groskin & Co., New York 
is the rep. Wesley B. Tebeau, gen- 
eral manager of the am station, 
will head up the fm side also. 
WMUS (FM) will pick up Trian- 
gle station programing from WFIL 
(FM), Philadelphia. ' 

KPEN, San Francisco, is circulat- 
ing a "Fifth Anniversary Do-It- 
Yourself Promotion Kit." 

The first portion consists of the 
major ingredients— a candle to be 
lit at 12:45 p.m., 27 October as the 
station starts its sixth year of 



broadcasting; a penny ("the dough 
for our Fifth Anniversary birthday 
cake"); and one staple, to be saved 
until receipt of the final page of 
the kit. 

PEOPLE ON THE MOVE: 
Robert G. Clarke to general man- 
ager of WKJF (FM), Pittsburgh, 
replacing William L. Humphries 
who has transferred to another sta- 
tion . . . Verne Wright to sales 
manager for WFBM, Indianapolis 
. . . Norman H. Kudlick to sales 
representative for Fine Music Hi- 
Fi Broadcasters, Inc. . . . Bennett O. 
Scott, formerly sales manager of 
WIND, Chicago, to sales manager 
of WFMT, Chicago. 

Networks 

CBS TV has put together a spe- 
cial kit called "Campaign '62" 
which gives a run-down on the net- 
work's upcoming election coverage 
plans. 

Included in the kit are explana- 
tions of the 250,000 digital display 
system, a new, automated system 
of reporting returns, the 3,000 re- 
porters in 50 states wiio will par- 
ticipate, the role of the IBM Pre- 
cinct Profile Analysis, and lists of 
assignments of 21 key correspond- 
ents. 

Sales: Half sponsorship of NBC 
TV's 19 December special called 
"Polaris Submarine: Journal of an 
Undersea Voyage" to Liggett & 
Myers (JWT) . . . R. T. French 
(JWT) and Norge Sales (Clinton 
E. Frank) renewed ABC TV's "The 
Tennessee Ernie Ford Show." 

New affiliates: WOMP, Wheeling, 
and WHAI, Greenfield, Mass., to 
CBS Radio. 

Kudos: CBS president Frank Stan- 
ton got an honorary degree of Doc- 
tor of Laws from Colby College, 
Maine, at the school's Sesquicen- 
tennial Convocation. 

PEOPLE ON THE MOVE: Paul 

M. Hancock to manager, sales, east- 
ern office, NBC Radio . . . Nor- 
man A. Liincnfcld to manager, 
NBC Merchandising. He has been 
a sales and promotion account ex- 
ecutive at NBC. 



Reps 



This is the week for the Sixth An- 
nual Petry Promotion Seminar. 

The event will take place 31 
October at the WFAA (AM -TV} 
Communications Center in Dallas 

Station promotional achieve- 
ments, fall programing build up 
and tv-radio cross promotion top 
the agenda. 

The Petry meetings, which were 
inaugurated at the Broadcast Pro- 
motion Assn. Convention in 1957, 
will follow this year's regular BPA 
sessions. Petry participants include 
radio v.p. Ben Holmes; radio pro- 
motion manager Bill Steese; tv 
presentations director Jack Carter; 
Dallas tv manager Dave Milam; 
Dallas radio manager Barney 
Broiles. 

PCW will also hold a separate 

promotion seminar. 

^^^^ 

Grant Webb will rep the newly- 
formed Lark Network, a seven-sta- 
tion group in North Louisiana and 
Southern Arkansas. 

The following stations are in- 
volved: KAGH, Crossett; KCKW, 



WMT recently 
f?:i\c away 
S35,000 
in easli iiiid 
merchandise. 



WMT 



V prize station 
if there n or u n- one. 
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Jena; KDMS, EI Dorado; KMAR, 
Winnsboro; KRUS, Ruston; KVCL, 
Winnfield; KWCL, Oak Grove. 

Lark will have one rate card and 
one bill. 

Rep appointments: KRKD, Los 
Angeles, WNAD, Oklahoma City, 
and WHCU, Ithaca, to Weed Ra- 
dio . . . WHP, Harrisburg, to Katz 
. . . CK PR-TV, Port Arthur-Fort 
William, Out., to Young Televi- 
sion for II, S. sales. 

What some reps won't do depart- 
ment: Ray Rhodes of Bernard 
Howard, San Francisco, wanted to 
be sure everyone knew about 
KXOA, Sacramento, which his 
company just took over from 
Darren F. McGavren. So Rhodes 
launched a one-man transit cam- 
paign, using queen size cards on 
10 San Francisco buses in the 
downtown area. Results of his ef- 
forts aren't known vet. 

PEOPLE ON THE MOVE: Mi- 
chael J. DiGennaro to The Devnev 
Organization as a sales representa- 
tive . . . William L. McGee to tv 
account executive at Peters. Griffin, 
Woodward, San Francisco . . . Don 
Howe to assistant sales manager in 
charge of systems and procedures 
at H-R, in addition to his normal 
sales activities . . . Octavia Dow- 
rick to statistical research super- 
visor and Dianne Walsh to promo- 
tion supervisor at George P. Hol- 
lingbery, New York . . . William 
Schrank to director of radio and 
tv research for Averv-Knodel . , . 
Bill O'Doimell to St Louis sales 
manager for CBS Radio Spot Sales, 
replacing Gene Myers who trans- 
fers to New York account execu- 
tive . . . Ronald M. Gilbert to New 
York sales manager for GBS Ra- 
dio Spot Sales, replacing Ralph 
Glazer who resigned to join West- 
inghouse. Gilbert's been with the 
rep firm as account executive since 
I960 ... G. E. "Buck" Hurst to 
Peters, Griffin, Woodward as man- 
ager of radio, San Francisco, from 
KABL, San Francisco, where he 
was a sales executive. 

Film 

Under new president Lee Moselle, 
Filmways has taken a further step 
to center most of its production 



activities in California. 

The move: the signing of a work- 
ing agreement with John Suther- 
land Productions of California for 
the latter to use Filmways* New 
York commercial personnel and fa- 
cilities, enabling Filmways to con- 
centrate its tv commercial produc- 
tion activities on the west coast. 

ITC reports a bullish sales picture 
for the first nine months of this 
vear. 

4 

On the international sales side, 
the first nine months are more than 
40% higher than the same period 
the preceding year. 

Domestic sales are also going 
well, with "Supercar," sold in more 
than 100 U. S. markets and "Broad- 
way Goes Latin'* in more than 30. 

Walter Reade-Sterling has released 
a new feature film package. 

The 84-unit package is off to a 
running start with contracts al- 
ready signed with WOR-TV, New 
York, and WGN-TV, Chicago, in 
the first week of release. 

Titles include: "Room at the 
Top," "The Entertainer," "Gen- 
eral Delia Rovere," "Make Mine 
Mink," "Ballad of a Soldier." 



Sales: Four Star Distribution 
Corp.'s off-network shows to KSMP- 
TV, Minneapolis, K TAR-TV, 
Phoenix, KGW-TV, Portland, 
KOAA-TV, Colorado Springs, 
KREX-TV, Grand Junction, and 
KPTV, Portland . / . Seven Arts' 
volumes four and five of Warner 
Bros, a nd 20th Cen t u ry-Fox f ea- 
tures to WBBM-TV, Chicago, 
WT1C-TV, Hartford, and WDAU- 
TV, Scran ton, raising total num- 
ber of CBS TV afliliates signing for 
the package to 13. 

New properties: Teledynamics is 
now distributing 52 Mel-O-Toons 
cartoons and "The Flying Fisher- 
man," a half-hour color show fea- 
turing Gadabout Gaddis. 

Special promotion: Four Star Dis- 
tribution Corp* could be accused 
of name dropping in its new pro- 
motion kit for "Dick Powell's Zane 
Grey Theatre." Highlighted point 
in the package: the 145-episode 
series features guest stars who have 
racked up a total of 17 Oscars, and 
six Emmies. In addition, there are 



50 Oscar nominees and 37 Emm 1 
nominees. 

PEOPLE ON TH EMOVE: Bol 
Winkler, formerly of Filmways, t< 
president of a newly-formed VP. 
subsidiary called Video Prints, Inc 
. . . Stanley Dudelson, until recent 
ly sales manager of syndication a 
Screen Gems, to president of M8cA 
Alexander Productions . . . Phillij 
Conway to eastern division man 
ager for ABC Films . . . Jerry Kurtz 
formerly eastern sales account ex 
ecutive for Television Enterprise 
Corp., to eastern sales manager foi 
NTA. 

Public Service 



Radio again came through with 
public service bulletins during a 
crisis. 

Latest test of the strength of thq 
medium occurred during the severe] 
windstorms which hit three Pacificl 
Coast states earlier in the month. 

Despite winds of hurricane force, 
felled trees and clowned power lin< 
creating power failures, several sta- 
tions stayed on the air broadcast;! 
ing storm information. 

Two stations reporting that they! 
braved these conditions to cover 
the disaster were KMO, TacomaJ 
and KEX, Portland. 

WJW (AM & TV), Cleveland, have 
decided to join the parade of sta- 
tions editorializing. 

Editorials will be broadcast on 
radio at 8:10 a.m., 12:10 p.m., 6:10 
p.m. and 11:10 p.m. daily. They 
will be televised at 6:55 p.m. and 
11:15 p.m., Monday-Friday. 

All the radio stations, am and fm, 
in Dade County, Florida, will join 
in a unique public service effort 
on 2 November. 

On that day, at 12 noon, the 21 
stations will simultaneously air a 
five-minute United Fund program 
urging citizens to respond to the 
door-to-door solicitations on the fol- 
lowing Sunday. 

The effort was spearheaded by 
Milton Komito, general manager of 
WCKR and chairman of the Unit- 
ed Fund Radio Subcommittee. 

Public service in action: 

• WBZ, Boston, ran, this past 
week a series of five half-hour re- 
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ports called "Africa: Peace Corps 
Plus One/' marking the firsi an- 
niversary of the Corps. 

• In observance ot the 100th an- 
niversary of the Emancipation 
Proclamation, WCBS, New Yoik, is 
broadcasting a series of 10 lectures 
from the New School for Social 
Research. Each lecture deals with 
problems which continue to face 
our society in realizing i lie ideals 
of freedom and equality. 

• KCBS, San V rancisco, is taking 
editorial positions on every one of 
[the largest number of propositions 
ever to he presented on a Califor- 
nia ballot and will also air rebut- 
tals to approximately 16 of these 
editorials by responsible represent- 
atives of differing views. 

• On other election fronts: 
IWCBS-TV, New York, has pub- 
lished an Election Guide to "assist 
you in becoming familiar with 
randidates and voting procedures 
land to serve as a reminder to ex- 
ercise your voting franchise.*' 

• WALR-TV, Albany, presented 
a documentary last week called 
"Grace wood: Home for the Hind- 
ered Mind'* on medical treatment, 
rehabilitation, research methods 
land other aspects of the problem 
i if mental retardation. 

• A cooperative effort by WJI5K, 
WJR, WWJ, and WXYZ, all AP 
pembers, with the "Detroit Free 
Press" and "The Detroit News" has 
(resulted in the establishment of a 
:lata collection system utilizing 
DataRay 401 and DataPhone send- 
ing and receiving units in eight lo- 
■ ations in Wayne County. Idea 
[s to provide high speed dissemi- 
nation of 6 November election re- 
sults to Detroit citizens. 

Kudos: WIL, St. Louis, has again 
been honored by the Associated 
'Press with the AP News Coverage 
Ward for September . . . WXYZ 
AM & TV), Detroit, have been 
onored by the American Cancer 
Society for their assistance in the 
ou th-eas tern Michigan division's 
ancer Crusade and "Dial-to-Life" 
)rogram . . . Leo "Skipper" Downs, 
lccount executive at WIS, Colum- 
ia, was named by Mayor and Cit\ 
"ouncil to a special Citizens Com- 
nittee to study employment of the 
landicapped . . . WINS, New York, 
*ot the U. S. Treasury's Freedom 
fiond Award for I9G2 . . . WIL, 
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St. Louis, has received the "Certifi- 
cate ol Appreciation" from i lie Si. 
Louis Society lor Crippled Chil- 
dren for its participation for the 
1962 Easter Seal campaign . . . The 
J ewish Chron ic D isease Hospita 1 
paid tribute to Theodore Wal- 
worth, Jr., vice president and gen- 
eral manager, WNRC (AM-FM & 
TV), Norman Walt, Jr., vice pres- 
ident and general manager, WCBS- 
TV, and Sam Slate, vice president 
and general manager, WCBS, all 
N e w Yor k . All t h r e e w ere co- 
chairmen of the hospital's radio & 
tv committee. 

Station Transactions 

The tv-production-packaghig team 
of Goodson-Todman has taken its 
initial step into the station opera- 
tion area. 

A company headed by the two is 
negotiating to buy KOL, Seattle, 
from the Seattle Broadcasting Co., 
headed by Archie Taft, Jr., Marie 
Storm Taft and William L. Simp- 
son. 

In rc( ent years, Goodson and 
Todman have acquired controlling 
interest in four daih newspapers. 

The sale of KRE (AM & FM), 
Berkeley, to Dickens J. Wright As- 
sociates of New York was for $500,- 
000. 

Wright was major stockholder in 



WPAT, New Yoi k, sold last year 
to Capital Cities Broadcasting foi 
over S3 million. 

Transaction was handled by 
Lincoln Dellar and R. C. Crislei. 

Transt out incut Television Corp. 
(TTC) lias put in its bid for a nhf 
license in Bakersfield. 

The move is in compliance with 
the FCC decision to convert that 
market to all uhf. 

TTC now operates a vhl station, 
KLRO-TV in Bakersfield and, 
alter the switchover of the station 
to uhl, it will leave TTC with 
three \ h\ facilities. The conipam 
is, therefore, scouting for two ad- 
ditional vhl stations. 

The FCC encouraged the TTC 
switch in Bakersfield. The com- 
pany has had a successful uhf oper- 
ation going in Scranton-Wilkes- 
Barrie (WXEP-TV). 

IvMEO, Omaha, has taken over the 
operation of KQAL (FM), same 
citv. 

'Fhe hn outlet was formerly 
owned by Jack Kat/ Enterprises. 

The am station is owned bv Xa- 
tioual Weekly, Inc., publisher of 
National Re\ iew. ]ay Spurgeon, 
general manager of the station, will 
now serve in that capacity for both 
stations. 

Both stations will be programed 
separately. ^ 
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*ve like in |>ii< fael% 
* # «ni in the open" 
before we recommend 

Hundreds of satisfied clients in the past have depended 
on Blaekburn's clear analysis of the facts on changing market! 
before entering into media transactions. Protect \our 
investment, too; consult Blackburn. 



BLACKBURN & Company, Inc. 

RADIO • TV • CATV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 



WASH., D. C. 

James W. Blackburn 
lack V. Harvey 
loseph M. Si trick 
RCA Building 
FEderal 3-9270 



CHICAGO 

H. W. Cassill 
William B. Ryan 
Hub Jackson 
333 N. Michigan Ave. 
Chicago. Illinois 
Financial 6-6460 



ATLANTA 

Clillord B. Marshall 
Stanley Whitaker 
|ohn C. Williams 
Gerard F. Hurley 
1102 Healev Bldg. 
JAckson 5-1576 



BEVERLY HILLS 

Colin M. Selph 
C. Bennett Larson 
Bank ol America Bldg. 
9465 Wilshire Blvd. 
Beverly Hills, Calif. 
CRcstvicw 4-8151 



VIEWPOINT 



By William S. Todman 

Partner 

Goodson-Todman 
Productions 



Game shows, a safe bet 



Game shows are a good buy for 
advertisers even though this 
type of programing is not tailored 
to the particular needs of a spon- 
sor. 

Til tell you why. 

Game shows, being mostly live, 
are flexible in both format and 
content. A sponsor buys a game 
show that he— and the producers- 
consider "a uatural." Rut then it 
unaccountably bombs at its pre- 
miere. Somehow the ingredients 
that looked so good at a run- 
through failed to jell on the air. 
But is the buyer— as he would be 
with a film series— stuck with a 
beast? No, indeed, because the 
game show leopard can change his 
spots. 

I've Got a Secret will serve as a 
classic example along this line. 
"Secret" panicked us all with its 
first show on 19 June 1952. It 
was, if I may make an understate- 
ment, not a triumph. But, because 
"Secret" was a live show, we were 
able to make major changes im- 
mediatelv. As a result, one of the 
sponsors of that first show stayed 
with "Secret" for the next nine 
seasons. 

Changing a game show once it 
is on the air, however, is not lim- 



ited to shows in trouble. It would 
be bad business, and even poorer 
showmanship, not to try constant- 
ly to improve even a good show. 
And this is just another reason for 
sponsor confidence in game show 
product. 

There is, moreover, a game show 
for every advertiser. Merchandise 
"sold" on programs of this type 
range from the obvious detergents 
(heavy in the daytime) to glass- 
ware, cigarettes and insurance. 
Many products— such as Winston 
cigarettes and Stopette— were intro- 
duced on game shows. Stopette in- 
itially used What's My Line? as its 
sole advertising medium. The 
name of the product was built up 
entirely on this show. 

Other sponsor advantages to a 
game show buy include rating 
strength and the relatively low 
production costs which provide 
low cost-per-1,000. 

Good game shows, for example, 
almost invariably outrate their op- 
position. A typical 24-market Niel- 
sen survey at the peak of this past 
season proves the point. What's 
My Line?, with a 22.9 and 23.6 rat- 
ing, comfortably passed the near- 
est competition, Adventures in 
Paradise. The latter drew 18.9 and 




16.4 for the respective 15-minute 
periods. 

To Tell the Truth, according to 
the report, attracted ratings of 21.4 
and 21.9 versus 18.0 and 20.6 for 
the hour-long Cheyenne, its lone 
network competitor in that time 
segment. 

Longevi ty, mean while, provides 
another sponsor lure. Many game 
shows have been on the air since 
the early days of tv— a result being 
that an advertiser has time to build 
product identity with the program. 

Sponsors who stick with these 
shows— and a large majority do- 
become as closely identified with 
the productions as the shows' pan- 
els and/or emcees. This sponsor 
identification is a powerful plus. 

Even a good game, however, may 
be difficult to communicate on 
television. You can't, in my opin- 
ion, present games on film. Filmed 
games might be beautifully light- 
ed, exquisitely produced and fea- 
ture some of the most talented 
panelists extant. But they couldn't, 
by the very nature of stop-and- 
start film, capture the excitement 
that results only from an uninter- 
rupted contest. 

Game show producers, because 
their shows are live, lose out on all 
those lovely residuals. But here, 
again, the advertiser benefits from 
the situation: his commercial mes- 
sages, because the shows are live, 
can be "up to the minute." He 
can tape or film them the day be- 
fore, if he likes, as opposed to hav- 
ing to prepare them months in 
advance for a film series. 

Should he, further, want to pre- 
sent his message live, he can do so 
in the knowledge that viewers will 
be getting an "exclusive"— a mes- 
sage that will never be seen again 
in that precise form, in any me- 
dium. Many sponsors feel, with 
reason, that the live commercial is 
the most effective of all. 

So we play our games before a 
studio audience. We present them 
live or, uncut, on tape, when fa- 
cilities are unavailable to present 
the program at the hour it goes 
out on the air. This way, the spon- 
taneity that develops — and it's 
there in spades — draws a viewer 
into willing competition and holds 
his attention through the word 
from "our sponsor." ^ 
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SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



GOING UP ! 
Daytona Beach 
Orlando 



While Colgate returns to the spot tv circuit for its sustained-action 
congestant remedy Congestaid, Menley &; James is also jumping in on 
behalf of its new and second proprietary, Duractin. 

The non-aspirin analgesic offering sustained relief from minor aches 
and pains will be marketed regionally starting this week in New York, 
the entire west coast and Rocky Mountain areas ns far east as Salt 
Lake City. 

The logical expectation is a spot tv outlay at least equal lo that for 
Contac. M&L spent just shy of $1 million in the latter part of 19G1 for 
the sustained-action congestant remedy. 



The Florists Telegraph Delivery Assn. will make one last big splash 
in spot radio before its departure from the Chicago agency scene. 

A Christinas and Thanksgiving campaign to promote its Flowers by 
Wire service is being placed in some 171 markets by Keyes, Madden & 
Jones. Only power stations will be used and the market list will be 
expanded later if the budget permits. 

There's also this interesting twist to the campaign: only quality stations 
are being bought, with no rock *n' roll and no top 40 included. 

One-week flights running from 15 November to the 21st and 18 Decem- 
ber to the 24th will include at least 15 one-minute spots per week in each 
market. Morning and afternoon drive time periods, Monday-Friday, will 
be used. 

The account switches to Campbell-Ewald, Detroit, the first of the year. 

Spot radio stands to pick up a goodly share of the $1 million-plus 
campaign being launched by Japan Air Lines out of Botsford, Con- 
stantine &, Gardner, San Francisco. 

The radio side of the promotion will be around 25% of the total 
budget, including fni music programs and newscasts in all 13 of JAL's 
U.S. sales territories. 

For details of other spot activity last week see items below. 

SPOT TV BUYS 

P. Lorillard is going in with a big buy. The campaign will be launched 
1 December and schedules run for 12 weeks, on behalf of various cigar- 
ettes. Weather, sports, and news shows are being used. Agency: Lennen 
fc Newell. 

Colgate is scouting availabilities for Congestaid, its entry in the sustained- 
action congestant remedy field to compete with Contac and Vicks Tri- 
Span. The call is for fringe minutes to start 25 November and continue 
for 11 weeks, with a one week hiatus at Christinas time. Lennen & Newell 
is the agency. 

S. C. Johnson is planning a campaign for its Glade. Launch date for the 
promotion is 5 November and schedules will continue for five weeks. 



NOW 

FLORIDA'S 

THIRD 

MARKET 

AND 

SPACE AGE 
CENTER 

OF THE WORLD 
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SPOT-SCOPE 



Continued 



Fringe minutes and 30 second spots are being aimed at a women's 
audience, with the buying being done out of Benton k Bowles. Clay 
Briggs is the contact. 

Hudson Pulp & Paper will push various products in a campaign which 
kicks off this week, 1 November, in a host of markets. Schedules will run 
for seven weeks. Time segments: minutes, chainbreaks and I.D.'s, both 
day and night. The agency is Grey and Jim Hinc is doing the buying 
for Hudson. 

General Mills is going in for 10 weeks on behalf of various cereals. The 
campaign will get started on 18 November, with placements set for 10 
weeks. Time segments: fringe minutes in day and night. Dancer-Fitz- 
gerald-Sample buys for the account and Jack Cornet is the contact. 

Warner-Lamber is lining up prime 20's for Listeriue Antiseptic. The 
kick-off date is 12 November and the campaign is of four weeks duration. 
These are the first placements for Listerine out of J. Walter Thompson, 
which just got the account from Lambert & Feaslcy. The buyer on the 
account at JWT: Florence Gulla. 

Procter Sc, Gamble launches a 25-week push next week, 5 November, on 
behalf of Jif Peanut Butter. It involves some 150 markets. Daytime min- 
utes, scheduled to reach the kiddie audience, are being used. Grey is 

the agency. The buyers: Hank Hudson, Art Secor, and John Oliver. 

General Foods Gaines Meal will break out a campaign next week sched- 
uled for a five-week run. Some 200 markets are involved in the action 
which calls for prime time and fringe nighttime minutes. Agency: Benton 
& Bowles. Gary Lane is doing the buying. 

Norwich Pharmacal has renewed its flights for Pepto-Bismal, with termi- 
nation date l et for 8 December. The call was for minutes and 20*s. Benton 
& Bowles is the agency. The buyer: Bob Wilson. 

* 

Procter & Gamble has issued a renewal for its Cheer with no announce- 
ment of termination date. Early and late evening minutes will be 
used. The agency: Young k Rubicam. Dave Tobis is the buyer. 



SPOT RADIO BUYS | 

Los Angeles Metropolitan Pontiac Dealers Assn. is pouring about 
3100,000 into a saturation radio campaign. Schedules on some 13 stations 
come to a total of 522 spots weekly for nine weeks. The buy is out of 
MacManus, John & Adams. 

White King Soap has launched an extensive $100,000 western spot radio 
drive. Frequency is very heavy in most markets with schedules to con-i 
tinue for six weeks. Agency: Fletcher Richards, Calkins & Holden, Los 
Angeles. 
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CRYSTAL BALL ANALYSIS 

of Rochester TV. . . 



I PREDICT 



(a look into the Rochester TV future 
with Ervin F. Lyke, President of WROC-TV Channel 8) 

• BIGGER AUDIENCES FOR WROC-TV 

Forget the population growth in the Rochester area and 
there will still be a bigger TV audience because of the addi- 
tion of a new channel. This has been the pattern in cities 
all across the country. With a larger audience Channel 8 
will continue to have more viewers. In survey after survey, 
WROC-TV is the No. 1 station in Rochester. 

• MORE COLOR TV VIEWERS 

Sales of color TV sets are way up. With 70% of WROC- 
TV's nighttime shows and 50% of afternoon programs in 
color, more area viewers are tuning in Channel 8 — the only 
Rochester station carrying a regular color schedule. 

• WROC-TV WILL CONTINUE TO BE 
ROCHESTER'S NO 1 STATION 

This prediction is based on a number of key factors: 1) 
Continuing surveys; 2) NBC's strong fall and winter pro- 
graming; 3) Color TV, exclusive on Channel 8; 4) WROC- 
TV's exciting local news, weather and sports shows. 



Among Top Color TV Shows ONLY on Channel 8 


Saturday Night Movie 


Empire 


Meet the Press 


Virginian 


Walt Disney's World 


Hazel 


Bonanza 


Andy Williams 


Price is Right 


Sing Along with Mitch 


Brinkley's Journal 


Jack Paar 


Tonight 


Perry Como 


Laramie 
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Wf IV $400,000 transmitter 
makes viewing great 
on Channel 8 



BUY THE STATION 
MORE PEOPLE WATCH 
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IFrite or' call for composite scree?ting tape or film: brad eidmann, LAkeview 8-2311 



